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Some risks, of course, can’t be 
avoided...but Advertising Agency 
PM’s in the know — with assign- 
ments calling for reliable and ac- 


curate rotogravure preparation — 


know they’re taking no chances 


with the specialized service of- 
fered by INTERNATIONAL COLOR 
GRAVURE and SUPERTONE...The 
preparation of color positives that 
will reproduce just as desired is 
the specialty of INTERNATIONAL 
... For dependable service in mon- 
otone gravure—it’s SUPERTONE... 
Each is staffed, equipped and pre- 
pared to help diligent PM’s carry 
the burden of their responsibili- 


ties in rotogravure reproduction. 


ROTOGRAVURE ENGRAVERS 
SPECIALIZING IN COLOR 


39 West 60th St. ZL 
NEW YORK 23, N.Y. UC. 
Phone: Circle 5-8750 
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Just CllWein Us 





The Printer ls a Communications Counselor 









In our complex and dynamic world, communications represent a vital and in- 
dispensable service. Internally and externally, communications are necessary 
to the proper understanding and execution of business assignments, and to the 


conditioning of people in terms of their roles as producers, salesmen, distribu- 
tors and consumers. 


If one considers only the great tasks which must be performed in the intro- 
duction of new products, it is clear that communicating quickly, accurately and 
effectively is a necessity if the new entrant in the competitive markets of our 
country and the world is to have a chance of survival. And even though lead- 
ing companies say that much of their current volume is being done with prod- 
ucts not in existence ten years ago, the fact remains that a new product is 
much more likely to fail than to succeed. The quality of communications may 
play a large part in determining the outcome. 


The printer--and that term is used to include all engaged in the graphic 
arts--is ideally a counselor in communications. If he thinks of himself and 
his services in that way, rather than merely as a technician operating certain 
mechanical equipment and processes, he will bring to the advertiser, the ad- 
vertising agency, the publisher and all others who need his skills a welcome 
ability to solve problems by the application of methods and materials especial- 
ly suited to the particular situation. And since he profits most who serves 
best, his work as counselor will not go unrewarded. 


This is one of the great opportunities offered by Printing Week, to be 
celebrated in January: Letting business and the public know that printers and 
their associates in all phases of the graphic arts are ready and willing to 
counsel and to serve will give the industry new stature in the expanding and 


demanding field of business communications. 
Seas fb 
Be 


G. D. Crain Jr. 
Publisher 
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Chicago, Ill. 


P-O-P pieces which retailers 
461 Milwaukee Avenue 


the NAZ-DAR company 


Feature for feature, your specification of 
use, 


NAZ-DAR 5500 Series Fast-Dry Flat Finish 
or 7500 Series Fast-Dry Gloss Ink assures you 


of top quality 


accept, 


Write for two 5500 and 7500 Series color cards 
Keep one of each at your desk and give the 


others to your silk screen printer. You'll have 
a perfect color reference for all your silk screen 


display jobs 


ling look 
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reasons advertising 
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> FLAG PENNANTS 





In drill-cloth, paper, polyethylene or plastic 
impregnated cloth. Printed or plain. Many 
colors. 


. WINDOW 
DISPLAY 
LETTERS 





Heavy paper cutout letters and numbers faced 
with fluorescent. Sizes: 9’’ and 20’’. Any as- 
sortment. 


& VERTICAL POLE DISPLAYS 


2-way. Fit any size pole. Out- 
door cloth printed in Day-Glo. 
3-ft. x 6-ft. Eight stock mes- 
sages. 


> BIG LETTER-BANNERS 


BF/RIE|EMGIIFITISE 


We form your message with 13’ x 19” cloth 
letters, and sew on ropes ready to hang. Reg- 
ular or Day-Glo. 


» PROPELLER 
PENNANTS 


Ten 17 plastic spinners in 5 colors strung on 
40 ft. wire ready to hang. Twirl in slightest 
breeze. 


» STICK-ON POSTERETTES 


TTT 


For auto bumpers, windows, showcases, ap- 
pliances. Self-adhesive. Made of paper, alumi- 
num or plastic. 


> CUSTOM-MADE DISPLAYS 
From your sketch we'll develop and produce 
almost any outdoor display in paper, cloth or 
plastic. 

D FREE DISPLAY CATALOG 


Shows these and other display items made 
and sold by Pratt. Write now for your copy. 


The Pratt Poster Co. 


203 PRINTCRAFT BLOG CIEL Liat) Ghee ee 1) 





6 * ar + January 1958 








The Editors Yip pen 


Bonus for AR Readers... 


Best of AR, External 
House Organ Series 
Start This Month 


This is a big month for AR for 
as we begin with Volume 6 we 
launch two special projects which 
have been in the planning stage 
for a long time: 


e The Best of AR 
e The External House Organ 


While we feel strongly that the 
series on external house organs is 
long overdue, our particular pet is 
what we have chosen to call “The 
Best of AR.” In each 1958 issue of 
AR—and probably continuing on 
into 1959—you’ll find a bonus fea- 
ture built around the most popular 
and helpful articles we have pub- 
lished during our first five years. 

Each of these “Best of AR” fea- 
tures well be of a “basic guide” na- 
ture, supplementing the one and 
two-page basic guides published 
during 1957. These shorter guides 
will also be continued and com- 
bined with the new series will pro- 


| vide every reader with an important 


basic adman’s handbook covering all 
phases of advertising production, 


| promotion and merchandising. 


As an additional help for readers 
who want to use special AR articles 
to build a reference handbook, all 
basic “how to do it” and reference 
guide articles will be designated in 
the monthly tables of contents with 
this mark: 6 


> This month, we start off with a 
basic guide for paper buyers, which 
begins on page 33. The procedure 
followed in preparing this Best of 
AR article is typical of the method 
we will continue to use. 


Display typefaces in this issue 





To get 
viewed every article on paper AR 
has published since our first issue 
in 1953. After a careful analysis, 
we decided that the most valuable 
material was contained in a three- 


things started, we re- 


part series, “A Guide for Paper 
Buyers,” published in August, Sep- 
tember and October 1953. 

This series became the corner- 
stone for this month’s bonus fea- 
ture. The three articles were di- 
gested and to them we added 
essential material from five other 
articles published in the past five 
years and additional material from 
our extensive reference files on pa- 
per. 

The next step was to mimeograph 
the article and send it to over 50 
leading paper experts throughout 
the country, inviting them to make 
critical comments and suggestions 
for material which should be added. 
We were delighted with the re- 
sponse and the many helpful sug- 
gestions we received were incorpo- 
rated into the final article. 


> We honestly believe that the fin- 
ished article is the most complete 
guide for paper buyers ever pub- 
lished in any magazine and we hope 
you will either save this complete 
issue for a ready reference when 
you have paper problems—or re- 
move the special feature and _ in- 
clude it in your own basic reference 
manual. 

To enable you to remove the sec- 
tion easily, we have perforated the 
pages of the signature in which it 
is contained. In the past, many of 
our readers have asked us why 
we don’t perforate all of our pages 
for easy removal. We had con- 
sidered doing just that when we 
changed over from saddle stitching 
to side stitching, but the postal 
authorities said “no.” 


19—Brodie; 21—Dom Casual; 24—-Tempo Black 


Extended; 30—Radiant Medium; 33——Bodoni Black; 49 & 54—-Garamond Black Italic 


& Craw Clarendon; 


59—Bernhard Modern Bold; 63—Studio Bold; 65—Alternate 
Gothic #2; 71—Handlettering & Mistral; 


77—Alternate Gothic #2; 83—Bodoni 


Black; 85—-Rondo Bold; 88—-Craw Clarendon; 91—-Tempo Heavy & Kaufman 





Since that time, the post office 
has relaxed its restrictions on 
perforating. Now another problem 
concerns us. The perforating is done 
while the signatures are being 
folded and it slows down the fold- 
ing operation. To perforate every 
signature would mean that we 
would have to change our mailing 
date. 

We are, however, still considering 
the possibility of full perforation. 
We will be most interested in your 
comments. If enough readers indi- 
cate a perference for perforated 
pages, we will certainly do our 
best to provide this service. We 
will, of course, also be most in- 
terested in your reaction to the 
“Best of AR” series. 


> Our present plans are to publish 
the following bonus features in 
other 1958 issues: 


February .. . “How to Get Better 
Advertising Photos.” 

March .. . “Money Saving Tech- 
niques for Business Films.” 
April ...“A Checklist for Bet- 
ter Direct Mail.” 

May .. . “How to Select the Right 
Typeface.” 

June ... “A Primer of Pack- 
aging.” 

July ... “Basic Guide to Adver- 
tising Specialties.” 

August ...“Do’s & Don'ts for TV 
Commercials.” 

September . . . “Ulcer Reducers 
for Exhibitors.” 

October . . . “What Makes Good 
P.O.P. Advertising.” 

November . . . “Ways to Save on 
Your Printing Bills.” 

December . . . “Do’s & Don'ts for 
Premium Buyers.” 


We'll welcome reader suggestions 
for other “Best of AR” features. 


>’ The external house organ series 
which also begins in this issue rep- 
resents editorial recognition for a 
major advertising medium which 
has too long been given scant at- 
tention in the advertising press. 
While AR and other advertising 
publications have on occasion car- 
ried articles about externals, the 
general tendency has been to treat 
such publications as a part of an- 
other medium, rather than as a 
medium in_ itself. 

As a result, there has been little 
recognition of the impressive di- 
mensions this important medium 
has taken. As you will see from 
the first article in this series which 
starts on page 24, externals repre- 
sent no small portion of the total 
advertising expenditure these days. 

To get the information for this 


* 
Crattint 
“KLEEN-STIK” RUBBER CEMENT 


Exactly what the name implies... IT’S CLEAN ...IT 

STICKS! For perfection and ease in mounting or pasting. “Kleen-Stik” 
is the constant choice of professionals. Perfect for office, studio, 
school or home use, it lays right and sticks tight. It peels cleanly from 
all surfaces when desired. The finest, genuine rubber cement 

on the market, “Kleen-Stik” is made of pure, 

pale, crepe rubber. Will not stain or smear ink and 


will not wrinkle the flimsiest of tissues. 


THE CRAFTINT MFG. COMPANY Available in 4-ounce Desk 
NEW YORK + CLEVELAND + CHICAGO Bottle (Brush in Cap), 
erent Tee pints, quarts and gallons 
rr] 
1615 Collamer Ave. Cleveland 10, Ohio 


Need CASE HISTORY INFORMATION 


for your ads and promotion? Try 


U. P. PICTORIAL RESEARCH 


An illustrated and documented report of your 
product or service as it’s used by your customers. 


FAST e ECONOMICAL e ACCURATE «e WORLDWIDE COVERAGE 


FOR COMPLETE INFORMATION WRITE, WIRE OR PHONE 
Harlow M. Church, Director 


COMMERCIAL PHOTOGRAPHY DIVISION 
UNITED _PRESS ASSOCIATIONS 


461 Eighth Avenue, New York 1, N. Y. « PE 6-8500 
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WHATS 
NEW in 
~— LETTERING? 


FILMOTYPES NEW 


lettering styles 
selection guide 


shows 
you 





364 different lettering styles now 
available for Filmotype photo let- 
tering machines. It means Filmotype 
provides even greater versatility of 
selection . . . supplies you with let- 
tering ideas that can make any 
printed piece. You'll find the Filmo- 
type Selection Guide an invaluable 
aid for every layout! 


iP MAIL THIS 
COUPON 


and also learn about 
the ** Pays-for-Itself”’ 
Plan. Now anyone 
can own a Filmotype 
Machine. 





the FILMOTYPE corporation 
7500 McCormick Blvd. Dept. AR 
Skokie, Ill. 


} Send me the FREE Lettering Styles Guide 
and other information about Filmotype 


Have your representative give me a demon 
stration right in my own office. I under- 
stand there is no obligation 


NAME 

FIRM 

ADDRESS 

CITY ZONE STATE 
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She may have been Feeding the baby 
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Eating something Taking a nap 


A Picture Guide for United’s Doorbell-Ringers . . . 


you meet a few pitfalls . 


article, we survey 442 advertisers 
who were known to have _ pub- 
lished externals in the past. Replies 


to our comprehensive questionnaire 


came back from 110—an impres- 
sive 25° return, which in _ itself 
gives some indication of the im- 


portance advertisers attach to their 
own externals. 


>’ The report on the results of our 
survey is just a starter, however. 
It provides a foundation for the 
monthly series which will include 
case histories of the nation’s out- 
standing externals, plus _ special 
“how to do it” articles covering 
various aspects of external house 
organ publishing. 

Next month, for example, we'll 
present the inside story of what 
is probably the country’s most ex- 
tensive external house organ op- 
eration—a detailed report on the 
seven regular publications of U. S. 
Gypsum, which spends half of its 
advertising budget on this medium. 

Then, in the April AR you'll find 
an important “how to” piece pro- 
viding a guide to the dozens of 
house organ format possibilities— 
covering everything from house or- 
gans on postcards to the slick, four- 
color magazines. 

This is just a sample of what this 
new series will include. And we 
would again like to ask your help. 
We want to see samples of your 
external house organs. Why not 
plan right now to put the following 
name on your regular mailing list: 
Dick Hodgson, Executive Editor, 
Advertising Requirements, 200 E. 
Illinois St., Chicago 11, Ill.? Or at 
least drop a sample copy of one of 
your recent issues into the mails 


before you forget it. 








. . hazards . Surprises 


> Those United Fund people are 
back with us again. This time, 
Gloria Bley sent along a copy of 
“The Doorbell-Ringer’s Guide,” a 
24-page photo essay designed “to 
acquaint the volunteer with a few 
of the pitfalls ... hazards .. . and 
surprises that go with doorbell- 
ringing.” 

The guide began in the mind of 
Edward T. Riley, a New York art 
agent, who then recruited volunteer 
assistance of several friends to de- 
velop it. Included on the “staff” 
was Jane Connell, commedienne in 
“New Faces of 1956,” who portrays 
a whole gallery of the kind of 
women one meets while out ringing 
doorbells. Stephen Birmingham, an 
advertising copywriter, handled the 
book’s copy, and John Reed took 
the photos. Richard Gangle, as- 
sistant Life art director, did the 
layout. 

The whole booklet is delightful 
and probably made a real hit with 
the army of doorbell-ringers who 
made the rounds for United Funds 
this year. Time printed the booklet 
as a public service. 44 


Maybe we should sponsor another 
contest! 












READERS 


School Stirs Interest 


e I thought you'd like to know that 
the article, School for Home Buyers 
(AR, May) has resulted in a num- 
ber of inquiries about the school, 
from home builder groups and 
others. One even came from the 
magazine Promotion, published in 
Madrid. 
SypNEyY H. KAspPER 
Dir. of Public Information, Na- 
tional Housing Center, Washing- 
ton 
(Reprints of this article are now 
available at 25c. . . Ed.) 


The Why of A Design 


@ In your November issue I noticed 
the illustration and caption on the 
gift book cartons which I had de- 
signed for Charms Candy Co. 

Perhaps your readers might be 
interested in the thinking behind 
this effort. It replaced a one color on 
silver foil carton of identical struc- 
ture. The design was developed with 
the specific intention of maintaining 
two colors (pale blue and_ black) 
and replacing a third background 
color several times during the run. 

The resultant line offered the 
merchandiser a good reason for dis- 
playing more than one package, and 
the consumer a wide enough range 
to satisfy his color preference 
and all at a substantially lower cost 
than the previous 
carton. 

Incidentally, there 
background colors: 
green and gold. 


one-color foil 


were four 

orange, gray, 

JAN ROSPOND 

Jan Rospond Design Studio, 
Chatham, N.J. 

(Glad to pass on this additional in- 
formation. .. Ed.) 


Long Live Reprints 


@ Several years ago, our company 
purchased and distributed among 
our customers reprints of an article 
entitled A New Look for Signs, 
which was in AR for November, 
1954. 

Because the reprints generated a 
good deal of interest, we would 
like to use the article again. 

It seems unlikely that you would 





still have type standing for another 
batch of reprints. Therefore, we 
would like your permission to have 
a copy reproduced locally. 

Our sign lighting program aims 
solely at telling merchants the basic 
advantages of the electric sign. It 
embodies no recommendation § or 
endorsement of individual  sign- 
making firms. 

Jack G. GOELLNER 

Public Information Dept., The 

Cleveland Electric Illuminating 

Co., Cleveland 
(It seems that a good article never 
dies. Permission to reprint is gladly 


extended ... Ed.) 


Cartoon Encore 


e Rereading the Nov. 56 AR, I was 
stopped by the clever cartoon on 
page 18. It would be quite appro- 








rudd 


Stop the pens! 





priate for a mailing I’m thinking of. 
Wonder if we may have permission 
to use it? 
MicHaEL C. WALES 
Ave Maria Press, Notre Dame, 
Ind. 


(At the drop of a feather ... Ed.) 


Caught Bare-Leqged 


© Just finished reading How to Give 
Your Commercials the Hollywood 
Touch in the August issue of AR. 

It is comforting to know that most 
men on tv do follow through with 
clothes, after putting on the pre- 






























GENUINE GLOSSY PHOTOS 
COST AS LITTLE AS 
PLANOGRAPH! 


WHY TAKE LESS? 


Singleweight Quantity 5x7 8x10 
Glossy 25 $ 2.735 $ 4.00 
Prints 50 4.50 6.00 
100 8.00 9.50 

250 17.50 22.50 

500 30.00 42.50 

1000 55.00 75.00 

Negative 1.15 1.65 


MATIC 


59 E. Illinois St., Chicago 11, II! 
WHitehall 4-2930 





Just off the press, packed with 
new ideas for gummed paper. Sales 
ammunition galore, ready to cre- 
ate more business for you. A free 
copy awaits your request. Ask for 
book P-218 


THE BROWN-BRIDGE MILLS, INC. 
TROY, OHIO 
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‘lark Fe mel 80 |b. basi 
on Kimberly-Clark Hifect Enamel 80 Ib. basis 


GOEL 





ACCENT 


ON 
UALITY 


Today fine reproduction need not be 
limited to high-priced enamels. It can be 
achieved on modern papers costing far less than 
you might think. At Kimberly-Clark 
quality is ‘“engineered”’ into every grade. And 
quality at every grade level means that 
ream after ream has the same careful balance 
of whiteness, dimensional stability, 
opacity, strength and a host of other important 

properties. Ir will pay you to compare 
Kimberly-Clark Printing Papers in any way 
you choose—including the cost. 


Everything comes to life 
on Kimberly-Clark papers 
for Lithography .. . Prentice Offset Enamel 


Lithofect Offset Enamel @ Shorewood Coated Offset 
Fontana Dull Coated Offset ¢ Kimberly Opaque 


for Letterpress... Hifect Enamel 
Trufect Enamel @ Multifect Coated Book 


Kimberly Clark 
PRINTING PAPERS a3 


Kimberly-Clark Corporation » Neenah, Wisconsin 


Write for our latest file folder of 4-color 
printed samples with complete information on 
each Kimberly-Clark Printing Paper—a valuable 
reference for every buyer of printing. 
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Selected AR Reprints 


y 


The following have been selected from the full list of feature articles 
now available in reprint form. The complete list appeared in the December 
issue. Except where otherwise specified, each reprint costs 25c. Please order 
by number, enclosing payment for all orders of $2 or less. Quantity prices 
are available on request. Send orders to Reprint Editor, AR, 200 East 
linois St., Chicago 11, Ill. 


New This Month 


239 Borrow an idea from St. Lovis — by Mildred Weller 


Exhibits 


238 Trends in Direct Mail — by Dick Hodgson 
237 Signmanship for Edsel Dealers 
236 A Code of Ethics for Art 


The of ie nf +} 
235 Let's Get Together on Offset — by Bernard C. Schramm Jr. 
234 Keeping Signs Uniform 
How Falsta# 4 + 
233 How to Plan a Decal Valance Program — “~s Benn Ollman 
er Brewing C i j 


Binding 


193 Loose-Leaf Binding 


Calendars 


102 The Public's Preferences in Calendors ; 


Design 


167 Noreen Integrated Design - — by any Lone 


} € f 


136 The El Producto Story — by P. K. nae 


Direct Advertising 
231 The Little Ambassadors — by Dick Sone 


a YT arbor nigniy 
219 Hoffmann-LaRoche Dares to Be Different 
Details n the mailir 


214 Are Amateurs Ruining Direct Mail? — by Dick Hodgson 


A 


A provocative approach to the growing 1 for profe 
172 202 Tips for Direct Mail Advertising (50c) 
A 16-page booklet reprinting AR’s tw pe art 
128 Ford Establishes a New Method for Handling Its Direct Mail Advertising — ot Dick 
Hodgson 
A direct ms progran hand k in agency at 1° 


103 All the People Some of the Time — by Wchelas Semstag_ 


r 


Engraving 


203 Progress Report on Electronic Engraving — oy David Sattmes 
Result f exter e ra t 
190 The Production Managers’ Answer for Late Plate Seebieme a by Ted ‘Sanchagrin 
Practical iggestior for avoiding b 


155 .Assembling Color a — Can Save Time and Money — by H. c. Latimer 


sc n of photographic peratior for th 
141 How to Make One Set of Color Plates Do the Work ‘of Geueed — by ‘ane T. 
Converse 
netting r b&w t 


112 Do's and Don'ts for Better Engraving 


Exhibits 


223 Showmanship at a Home Show — by Phil Seitz 
Practical experience shows elements wt 


192 Exhibit Photos — How to Put Them to Work 


How a number of exhibitor f th 
191 How to Get More from Your Trade Show Dollars — by William 5. ‘Orkin 
Tips on building traffic and planning follow-through for your exhibit 
178 The Growing Importance of Fairs as an Advertising Medium — + James 5 Joseph 


Fairs have become a pr 


168 Maturity for Trade Show Exhibits — by Dick Senpen 
110 55 Ulcer Reducers for Exhibitors 


Printing 


229 New Uses for Printing Today — by Joe R. Schoeninger 
The or nted word reaching j r field f¢ 


211 A System for Controlling Printing Costs — by Frederic ieseanpien (50¢) 
A five-part outline of a practical system for sav 


124 Institution Learns 3-D Production Tricks — by tele Cc. Rendall 


An effect ve guide for proc nq or 


ng 10° your print 


105 Let's Swap ideas 


Ten ideas from printers and admer ed from Kimbe Clark ntest 
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scribed blue shirt. (See your No. 2 
item on page 82.) 
W. H. ANDERSON 
Acct. Exec., The Parker Adver- 
tising Co., Dayton, O. 


(We agree! Perhaps more research 


is needed .. . Ed.) 


Prize-Winning Cover 


® The Louisville Magazine alumi- 
num foil cover described in your 
article Printing on Foil, (see AR 
August) won a national award in 
the annual competition among mem- 





bers of the American Assn. of Com- 
merce Publications, made up of 
chamber of commerce magazines 
and newspapers published in the 
U. S. and Canada. 
HELEN G. HENRY 
Editor, Louisville Magazine 
Wants Samples 


@ Your magazine is an invaluable 
reference of information. I wonder 
if you have considered compiling an 
index of articles to be mailed to 
subscribers at the end of each year 
which would greatly facilitate find- 
ing this information for future ref- 
erence. 

While your description of publi- 
cations and promotions are fasci- 
nating, they can tell only half the 
story. How can I obtain copies of 
the publications you mention? 

Jim SuTTON 

Art Director, Ad. & Sales Prom., 

Computer Dept. General Electric 

Co., Phoenix 


(For the first part of your letter, an 
index to our feature articles is 
printed in the July and December 
issues each year. On the smaller 
items, when we know that addi- 
tional copies are widely available, 





we try to include a Readers’ 
Service number. In many cases, un- 
fortunately, not enough had been 
printed for wide distribution. A 
letter to the company mentioned, 
however, may produce a sample 


Ed.) 


| 
| 


RU EL 


WANTED) 


The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
—that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests ... Ed. 


Rubber Cement Dispenser 


@ I am looking for a non-breakable 
rubber cement dispenser made out 
of spun metal or spun aluminum. 

Please let me know if there is 
such a product on the market and, 

if so, where it can be obtained. 
JULES GRAFF 

Advertising Mgr., Interstate 
Stores Buying Corp., New York 


School Yearbooks 


@ We've been looking through our 
back issues of AR for an article on 
publishing a memory edition or 
school yearbook, especially for 
smaller high schools. The layout of 
this type of book always poses a 
problem for the small school, since 
the teacher in charge is usually in- 
experienced in preparing annuals. 
Can you give us one or two good 
references? We can pass these along 
to the local schools. 
Rose TEPE 
Quincy Photo-Engraving Co., 
Quincy, Il. 


Planning Carnival 


@ We are going to have a one-night 
stand, using a circus carnival theme, 
for approximately 2,000 adults. Of 
course, we want to create as much 
atmosphere as possible and utilize 
all the ideas at hand. If you have 


any information on any of the de- 
tails which might be of help to us 
(decorations, invitations, etc.), we 
would appreciate your sending it to 
us. 
Pat BRONSON 
Public Relations & Advertising, 
Dresser Industries Inc., Dallas 


Trademark Copies 


e We are interested in acquiring 
reproducible copies of trademarks 
and logotypes of nationally known 
companies, for use in making en- 
gravings for their dealers’ printed 
forms. 

We now offer such a “stock cut 
service” to our customers. However, 
our sales representatives’ catalog is 
incomplete in such categories as 
men’s clothing, home furnishings, 
service stations, etc. 

JoHN S. Boats 

Sales Prom. Dept., The Shelby 

Salesbook Co., Shelby, O. 


Premium Stencils 


e Please let us know where we 
may obtain inexpensive sets of 
stencils suitable for distributing as 
premiums or promotional items 
through retail grocers to house- 
wives. 
MILLER WINSTON 
Vice-president, Blanke-Baer Ex- 
tract & Preserving Co., St. Louis 


Addressing Plates 


e At this time we are in the process 
of assembling a mailing list with 
approximately 1,000 names. There 
will be no problem in getting these 
names on stencils, since this will be 
handled at a mailing house with 
Addressograph or Elliott equipment. 
But what do we do in adding ad- 
ditional names where the number 
involved is small? Is there any low 
cost, easy to use, stencil producing 
equipment that we can use in our 
office without going into a heavy 
investment? 
Jack LEVINE 
Sales Prom. Mgr., The Frink 
Corp., Long Island City, N. Y. 


Catalog Wrapping 


@e We would like to know who has 

equipment that can automatically 

wrap and glue a sleeve around a 

catalog 9x12x114” in a quantity of 
100,000. 

LEONARD FISHER 

Ad. Mgr., Temple Co., Philadel- 
phia 








CHECK LIST FOR 


| Catalo 


Give your customers the kind of catalog 
they /ike to use. Give them the kind they 
like to look at. 


Make your catalogs: 


LOOSE-LEAF 


easy to add or remove pages 


DURABLE 


to stand handling 


FLAT STACKING 


for neat desk piles 


FLAT OPENING 


easier handling, easier reading 


EXPANDABLE 


for adding new pages 


ECONOMICAL 


quantities cost less 


ACCOPRESS BINDERS for your cata- 
log covers give you every feature for 
more “Sell’”’—plus all the appeal you can 
add with color, embossing or printing. 
Write us, or ask your stationer to 
show you the complete Acco line for 
keeping papers together in every 
department of your business. 


The Accopress 
Binder com 
bines loose leaf 
convenience 
large capacity 
and economy 
Ideal for Cata 
log Covers. 


When transfer time 
comes just slip the 
bound papers from 
the Accobind Folder, 
insert a mew Acco 
Fastener and the 
Folder is ready for 
another year's filing. 


ACCOBIND folders 
ACCOPRESS binders 
PIN-PRONG binders 


(for marginal multiple punched forms) 


ACCO clamps 
ACCO punches 


THE ACCOWAY SYSTEM 


(for filing Blueprints and all large sheets) 
and other filing supplies 


ACCO PRODUCTS 


A Division of NATSER Corporation 
Ogdensburg, New York 


ln Canada: Acco Canadian Co., Ltd., Toronte 
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jobbers to participation in a co- 
operative advertising program in 
7’ which we footed as much as one- 
Designs Fact Sheet third of the total cost. 
For Editorial Use The resistance was broken by a 
simple suggestion to our jobbers 
Wanting to help a client who that they include the station loca- 
“rented” skilled office help on a 
part time basis, our objective was 
to attract new employes through 
discussions on women’s radio and 
tv shows, newspaper stories, etc. 
Our problem was the editors who 
were inclined to think of our client 
as an employment agency rather 
than an employer. 
As a solution, we prepared a Fact 
Sheet For Editorial Use brochure 
which clarified the difference be- 


tween employment agencies and 


companies like our client. 


a . * Cti/ 
e* + 
e 7. 
7 
a’ e? e ec ? 
¥ foe I SOLVED IT 
‘ <_ ° e 
“ > = 
"3 e a. e = . §\/ 3 
2 H “— 
buvers 4 @&)2 Have you solved a work-a-day problem simply and effective- 
to uyers H. os = ly? Tell us how, in not more than 200 words, with pictures 
tt : i = | or drawings where possible. ADVERTISING REQUIREMENTS will 
of photo Cs Soe pay $10 each for items published here. Send materials to 
rE = = “se Editor, ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 
mdéravind eS SB = 11. No material will be returned unless specifically re- 
engravings Fs = = = quested, and accompanied by return postage. 
cre 3s . 
| oe bee 
e Steel Ruler ris 1 = = 
ee Hei == | Data Form Aids Choice in various instances. 
ogeteline, rs 5 : This brochure simplified our job 
12 pt., 11 prt., 10 > =e | Of Charitable Ads of placing material, for now stories 
9 8 pt 7 ¢ * , 90d =e — ° ~ 
5 pt., 5!2 pt + — So The problem of where and when on our client could be judged on 
: | = time and money should be invested er value or human interest alone. 
dav 3 — sa in producing those special ads for Additionally, we found the bro- 
and Pirealt: rt ne = = | church, labor, fraternal and similar chure was often retained as edito- 
; 4 Hue HS publications was causing us con- rial file material with the result 
service— Es 58 = | cern that business paper writers often 
re =S = . ~ . iti , - 
including | s Et In order to separate the good called for additional facts and fig 
s H s- = Z | from the bad we devised a mimeo- ures for use —_ Pee industry 
Saturdays os = = | graphed questionnaire which _ is round-up stories. Radio people, too, 
re ~ | mailed to these various organiza- who — interested in presenting 
fast, reliable, He & = tions after they have requested us OMly “national picture” discussions 
. oe = to carry advertial checked with us after receipt of the 
guaranteed service Pe = -.S erusing. Fact Sheet r Iti : 5 l air 
thnt saves mene ios” = The form is designed to evaluate _ ect resins M severe: ail 
re Ss ; w= | benefits to the company from such Sppearanees that might not ordinar- 
Publications and +t : = | an sbenatinamnnd ane tn donnie the ily have been received. 
catalogs welcome i. 3 = legitimacy of the organization re- . ; Mitton Rack 
: = | questing the ad. Public Relations, New York 
5 = | From our experience, our ques- 
HH = | tionnaire frightens away the “boil- 
f rt = | er shop” promotors and we rarely New Sales Approach 
Hs ©= | hear from them again. Reduces Co-op Resistance 
A ae | Cart B. ANDERSON 
Yj Hy -= Sales Prom. Mgr., Frederic B. In a job with a major oil company, 
. = Stevens Inc., Detroit we met considerable resistance from 
Che zz 
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customers 


Dll Ee heen telnet Goma 


2 == While the basic tone of the bro- aCe SHOE = 
call collect =a chure was of the institutional type, 
ss merely supplying background infor- 
160 East Illinois St. Faun s= mation for the press, we did insert Be een! ~AL\- 
Chicago 11, Illinois an occasional “plug” for our client Chief, I've hit on a brilliant way to 
by citing their method of operation plug our shoe co. account! 
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tions of their dealers on the bottom 
of the ads, and split one-third of the 
total cost among these station op- 
erators. 

Response to this suggestion was 
immediate, and gave both jobbers 
and dealers an incentive for getting 
in on the program. The result: our 
largest advertising campaign to 
date. 

Hat M. Morris 

Ad. Mgr., Electric Power Board of 

Chattanooga 


Guarantee Promotion 
Opens New Market 


How to achieve large volume 
sales for a new clothing product 
made by an unknown manufacturer 
is indeed a problem! 

And the biggest single factor of 
this problem was the consumer's 
lack of confidence in this product. 

Obviously a product guarantee 
was in order, but since often guar- 
antees do not mean what they say, 
we decided to make ours unique. 

First, it guaranteed the clothing 
for three years not only against any 
hidden fault of construction, but 
also against poor functioning. Going 
even further, the guarantee agreed 
to replace the garment with a new 
one, if the customer had not re- 
ceived complete satisfaction. 


>» However, while we were design- 
ing the guarantee, we decided to 
make it in three parts and handle it 
in the following way: 

The buyer, on purchasing the 
product, was given a reply card 
with a questionnaire. On filling it 
out he was to send it in to the fac- 
tory. The factory then sent him a 
regular certificate of guarantee good 
for just one year, to be automatical- 
ly renewed at the end of each of the 
next two years. 

The first certificate was also fol- 
lowed by a_ short questionnaire, 
which was an important element in 
the coverage of the market by direct 
mail. In addition, it built up con- 
sumer interest in the product and 
consumer acceptance of the trade- 
mark. 

To further insure consumer iden- 
tification of our trademark, we pro- 
moted our’ guarantee certificate 
throughout the country via posters, 
direct mail, films, etc. 

Results of this unusual guarantee 
promotion gave us tripled produc- 
tion in less than a year, excellent 
trademark identity, and a complete 
list of our customers for future 
direct mail promotions. 

Luc. S. CANON 

Brussels, Belgium 
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Introducing 


\ E-Z-EAS-L 





Standard Printing 
Company's NEW 
Tab-less display 
easel with the 
adhesive back! 


PATENT PENDING 


PART OF OUR 
COMPLETE ADVERTISER'S SERVICE 


e E-Z-EAS-L e Ad Reprints 


e Direct Mail e Streamers 


.. all in full color at one-press-run economy ! 


E-Z-EAS-L goes up in seconds—for keeps ! Two adhesive strips, 
even stronger than the display stock itself, eliminate all need for 
tabs and slots. Bowed easel back keeps display flat, cuts mailing 
costs and production costs by letting lighter weight stock do the 
work of heavier display boards. 

Write today for complete information on Standard’s Advertisers’ Service, 
including full art production facilities. SEND NOW FOR SAMPLES! 


STANDARD PRINTING COMPANY 
Dept. 26, 201-209 North Third Street 
HANNIBAL, MISSOURI 


IMPROVE YOUR RATING 


with Crescent. Use the illustration board that 
rates first choice with award-winning artists 
and art directors. 


he 


QUALITY 
CARDBOARD 






SEE YOUR DEALER FOR SAMPLES, OR WRITE: 
CHICAGO CARDBOARD COMPANY 1240.N. HOMAN AVE. CHICAGO 51, ILL. 
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end: 4'x 5’ 


side: 4’x 18’ im 


| aaa ti 
SIGNS ot steet orn ALUMINUM 


All meetings listed here are annual con- 
A N Y S T YL E oO R Ss } Z E , ventions, unless otherwise described. 
by | We give 


nals : | JANUARY 





6-8 . . . American Management Assn. 
Packaging Conference, Commodore Hotel, 


BTN 





Bone New York 
<i” § 11-15 ... American Rack Merchandisers 
SIZE: Institute Sample Show, Sheraton Hotel, 
: Chicago 
20” x 28” | . - 
4’ CIRCLE ; 16-23 .. . NHMA National Housewares 
séemevitas Foremost Sign Waters | Exhibit, Navy Pier & Drill Hall, Chicago 


ARE THE CHOICE OF NATIONAL ADVERTISERS | Watwinier’ Conecomne iret dee Coe 


Midwinter Conference, del Coro- 
| nado, San Diego, Cal. 
Because They Last Longer | 


GRACE Signs are silk screen processed on steel or aluminum. Finishes are baked enamel and FEBRUARY 
reflectorized if desired. All paint enamels used are made to GRACE specifications. This means a 
quality control that tells in the service life of the sign. Our 40 years of sign making is your guaran 


4-6 ... SPI Film, Sheeting & Coated 
tee of superior signs 


Fabrics Div. Conference, Co lore Ho- 
WE DESIGN YOUR SIGN IF YOU WISH [ee 
Color sketches will be gladly submitted, a aes 


no obligations. Just let us know 6-8 . a International Typographic Com- 
ee position Assn. Midwinter Conference, Ho- 
NCE CET LET US HAVE = FAIA Na) ks 















10-12 . . . American Management Assn. 
Marketing Conference, Statler Hotel, New 


York 


tel Roosevelt, New Orleans 
Chico! «€©6©6LYOUR INQUIRY 


SEND FOR FREE CATALOG IN COLOR 








17-23 . . . National Photographic Show, 
GRACE sicn & mr. co. 3601 S. 2nd ST., ST. LOUIS 18, MO. Coliseum, New York 
MARCH 
7 / : OO - 2-5... Natl. Electric Sign Assn., Sham- 
| peck Qitieen, Hoesen 





FOR EVERY P-O-P MOTION ... DEPEND ON | 2-9... Intl. Trade Fair of Packaging 
| Machines. Confectionery Machines & 
Packaging Materials, Dusseldori, Germany 
4-6 ... Advertising Art, Photography & 
® | Modern Reproduction Show, Biltmore Ho- 
1 tel, New York 
| 9-12... Natl. Lighting Exposition, Col- 
iseum, New York 

| 14... Roadside Business Assn., Mayflow- 

“POWER FOR ATTRACTION”’ | er Hotel. Washington 


| 17-21... Master Photo Finishers & 
Dealers Assn., Conrad Hilton, Chicago 

















SYNCHRON 30 | 25-28 ... Packaging Machinery & Mate- 
ns | rials Exposition, Convention Hall, Atlantic 

Super Hi-Torque Timing Motor | City 

Ideal for short term application operating turn- 27-April 1. . . Advertising Spe talty Natl. 

tables, display wheels, rotating signs, etc. Easily | Assn. Spring Specialty Show, Palmer 

adapted to any special display motion. 30 inch House, Chicago 

ounces guaranteed torque at 1 RPM. | 31-April 2... Natl. Paper Trade Assn., 

New York 
SYNCHRON 20 


; APRIL 
Hi-Torque Timing Motor 


1-10 . . . 37th Annual Exhibition of Ad- 


For long term operation of turn-tables, display | vertising & Editorial Art & Design, Wal- 
wheels, and rotating signs. Easily adapted to | dorf-Astoria Hotel, New York 
any special display motion. 20 inch ounces | 14-15... Intl. Assn. of Electrotypers & 


guaranteed torque at 1 RPM. Stereotypers Spring Technical Conference 
& Exhibition, Hotel Carter, Cleveland 
14-17 .. . Natl. Premium Buyers Exposi- 
WRITE NEAREST HANSEN REPRESENTATIVE tion, Navy Pier, Chicago 


FOR MORE INFORMATION. 16-18 . . . Point-of-Purchase Advertising 


Institute Symposium & Exhibit, Sheraton- 
HANSEN MANUFACTURING CO., INC. Astor Hotel, New York 






17... . University of Michigan Adver- 
; & ESTABLISHED 1907 Princeton 11, Indiana tising Conference, Ann Arbor, Mich. 
: - . . . Society of Motion Picture & 
Workhorse of the Indust Hansen Representatives The Fromm Co., 5150 W. Madison 21-26 . , oF vcture « 
f ad ae Chicago, M. Winslow Electric, 123 E. 37th St., New York, TV Engineers, Ambassador, Los Angeles 
N.Y., Electric Motor Engineering, Inc., Los Angeles and Oakland, . ’ . ° 
Calif.; H. C. Johnson Agencies, Inc., Rochester, Buffalo, Syracuse, 22-24 .. . American Newspaper Publish- 
Binghamton and Schenectady, New York. | ers Assn., Waldorf-Astoria, New York 
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Lithographic Awards : 
8th annual, sponsored by Lithographers 


Natl. Assn. Inc., 381 Fourth Av., New 
York 16. Open to lithographers, adver- 


tisers, agencies, designers and _ others. 
Covers 48 classifications of materials, 
their lithographic quality, art, design 


and functional value. 
Closes January 10, 1958 


Typographic Design Excellence 


4th annual, sponsored by Type Directors 
Club; information from Francis L. 
Monaco, Kudner Agency Inc., 575 Madi- 
son Av., New York. Covers editorial de- 
sign for newspapers and magazines; ad- 
vertising design for same, also for direct 
mail, point-of-sale, packages, posters; 
typographic design for products, archi- 
tecture, tv and movies. Entries must 
have been designed in 1957. Awards will 
go to designer and client. 

Closes January 15, 1958 


Brand Name Retailer-of-the-Year 


10th annual, sponsored by Brand Names 
Foundation Inc., Retail Relations Dept., 
137 Fifth Av., New York 16. Covers 
dealers’ activities in brand advertising 
and promotion, sales personnel educa- 
tion, use of local media, in 24 retailing 
categories. 


Closes January 20, 1958 


Musical Themes in Advertising 


8th annual, sponsored by American Mu- 
sic Conference; information from the 
Philip Lesly Co., 100 W. Monroe St., 
Chicago 3. Covers any printed or outdoor 
advertisements using a musical theme to 
promote non-musical products, or serv- 
ices. There are no restrictions on 
may submit entries. 

Closes January 21, 1958 


who 


Electric Signs 


Sponsored by 
10912 S. 


Vatl. Electric Sign Assn., 
Western Av., Chicago 43. Best 
electric signs for three 
shopping center, plans of 
available on request. 

Closes January 31, 1958 


stores in a 
which are 


Public Interest Award 


10th annual, sponsored by National 
Safety Council, 425 N. Michigan Av., 


Chicago 11. Awards (noncompetitive), 
in five categories, will be made to media 
which rendered exceptional service to 
safety in 1957. Winners in radio, tv and 
advertiser classifications will be eligible 
to compete for the Alfred P. Sloan 
Radio-TV Awards for Highway Safety. 

Closes February 1, 1958 


Changeable Sign Installations 


Sponsored by Wagner Sign Service Inc., 
218 S. Hoyne, Chicago. Covers sign in- 
stallations using Wagner changeable let- 
ters and mounting equipment. Open to 
sign companies and their employes. 
Prizes to be awarded for best photos of 
signs; also for best statements on how 
Wagner products increased business for 
sign company or its customer. 

Closes February 21, 1958 
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OTHER 
SPECIAL 
FEATURES 


CUOUECOCUECECHCEOORCOOCEROOOEOEES 


PITTA 


seOeeeeeeeeereceuueege 


seeeeeneeeeener 
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COU PUOEOOEOCOOEODOEOCOUREUROOCROCOCET ORO OCERRE CHORE OG OEES 


How U. S. Gypsum Uses House Organs 


Here is one national company which spends half of 


its advertising budget on external publications. One 


of its editors tells the story of USG’s seven publica- 


Vous 
tions, which vary from a run 


4,000,000 


of 50,000 to one of over 





How to Buy Advertising Photography 


The second in AR’s series of articles, taken and im- 


proved from the best articles run during the past five 


years, revised, brought up-to-date and expanded 
furnish another section in a useful handbook for the 


advertising man 


man, 





Idea to Film in Seven Days 


When the Blessings C 











5 manufacturer of disposable 
: liapers, wanted to promote a new pr take 
= 1dvantage the best sellir n, they had !o 
: move in a hurry. Here’s a report on how it took just 
= seven days from concept of idea to the final film. 
: Peek-a-boo Envelopes Can Sell 

: When the postoffice permitted the use of a window 
= n an envelope, in ad I instead he one 
: for the address ave new I lesigners of 
: jirect mail pieces, and boosted returr n mailing 








Planning Your Next Open House 


How Package Desig 


When you have a new plan 

Ss mtial mmunity iblicit as 
¢ r ina I new plant 
I f NV ashingtor 





n Sets the Pace 


A 
urtin er y Far pt 1 1iry ljesiar 





e What's Wrong with Premium Handling 


TV 


e How to M 


Foote, Cone & Belding, Los Angeles, re; 


ix Typefaces Properly 


1X ypeltaces [or { I put I w ine 


e A Modular Display Fits Varied Store Needs 


TRA . 


nat 1s versatile and attractive 
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Remember, you want the finest in 
fluorescence —ask for it by name 






TESTED” 


Ve LVA‘GLO 


COLOR CARD ... for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS .. . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and/ 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


RADIANT COLOR CO. ~ 


830 Isabella St., Oakland 7, Calif. 


Manufacturers of Sun-Tested Velva-Glo fluorescent 
papers * cardboards + silk screen colors « bulletin colors 
coated fabrics + water colors * qwik-spray colors 










Pennants 
and 
Banners 


Sell with 
banners— 
they belong 
in your 
budget 


INDOOR + OUTDOOR 
SCREEN PROCESSED * SEWED 
ONE OR THOUSANDS 


Write or call for ideas, 
free sketches and estimates 


Paramount Flag Co. 


33 FREMONT ST. e SAN FRANCISCO 
TELEPHONE YUKON 6-3686 
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® Graphis Annual ’57/58, edited by 
Walter Herdeg & Charles Rosner, 
Hastings House, New York, 204 
pages, $14. . . This sixth edition of 
the international yearbook of ad- 
vertising art meets the high stand- 
ards set by the earlier volumes. In 
large 9x12” pages, with many color 
illustrations, are shown 813 exam- 
ples of contemporary production. 

These are divided into 14 cate- 
gories from advertisements to trade- 
marks, selected from more than 20 
countries all over the world. 
Whether used for pure esthetic 
pleasure or as an_ inspirational 
source of new ideas, this volume 
should be in any advertising library 
worthy of the name. 


© Special Days, Weeks and Months 
in 1958, by Domestic Distribution 
Dept., Chamber of Commerce of the 
United States, Washington, 43 pages, 
50c . . . This useful annual is again 
available, this time more useful and 
more of a bargain than ever. It 
combines in one volume the two 
that were issued in previous years: 
a listing of promotional events and 
a planning calendar. 

Each spread covers one month. 
On one page is a list of the events 
during that month, and the other is 
a calendar with boxes large enough 
to jot down future plans. There is 
also an alphabetical listing of 
events, with the name and address 
of the sponsors. 


@ Public Relations Register, 1957- 
58, Janet J. Bauer, editor, Public 
Relations Society of America, 2 W. 
46th St., New York 36, 194 pages, 
$25 to non-members ... This 9th 
directory of PRSA gives the organ- 
ization’s members in three listings: 
alphabetically, geographically, and 
according to organization. The latter 
listing is of considerable value to 
the editor seeking help or the p.r. 
man trying to set up a joint effort. 
Its utility would be increased if it 
were extended to include accounts 
in somewhat the way in which the 
Standard Advertising Register does. 


© U.S. Government Films for Pub- 
lic Educational Use, Supplement No. 
1, by Seerley Reid, U.S. Office of 


Education, distributed by Supt. of 
Documents, Washington, 92 pages, 
35c . . . This pamphlet brings up- 
to-date the earlier listing of gov- 
ernment films, issued in 1955 at 
$1.75 and still available. The sup- 
plement describes 550 films added 
to the list in the past two years, 
with indications of sources. A sub- 
ject index is also included. While 
many of these films are technical, 
there are a large number that can 
be used in an employe relations or 
training program. 


@ Materials on Review, prepared by 
the editors of Packaging Parade, 
Chicago, 48 pages, $3.50 . The 
index of this paper-covered booklet 
lists 38 different materials, from 
acetate to vinylidene chloride, used 
for packaging. In simple, non-tech- 
nical language it gives an analysis 
of each, covering some of the factors 
involved in making a selection of 
packaging materials. 


@ The Order of Presentation in 
Persuasion, edited by Carl I. Hov- 
land, Yale University Press, New 
Haven, 192 pages, $4 . . . Which is 
more effective, to get your points in 
first in an argument, so you have 
fresh minds to work on, or to have 
the chance to speak last, on the 
basis that the last thing heard car- 
ries the most weight? This book, 
reporting on a number of experi- 
ments in this area, while highly 
theoretical and difficult to read, 
sheds some light on the conditions 
when each position is more effec- 
tive. Some of the main findings are 
summarized: 


@ When two people present two 
sides of an issue, the side presented 
first does not necessarily have the 
advantage. 


e If you get your audience to com- 
mit themselves after hearing just 
one side of an argument, the op- 
posing argument will lose effective- 
ness. 


® However, if this commitment is 
anonymous, rather than public, this 
does not significantly reduce the 
effectiveness of the second side. 


e When the same man _ presents 
both sides of an argument, the 
items he presents first tend to dom- 
inate. 


@ However, when the two sides are 
separated by other activities, and 
warnings against going by first im- 
pressions are given, the first items 
have less impact. 


e Information presented after needs 








for it have been aroused is accepted 
more strongly than a presentation 
which presents facts first and then 
arouses needs. 


® Selected Sources of Information 
for Graphic Arts Management, pre- 
pared by Victor Strauss, Printing 
Industry of America, Washington, 
72 pages, $2.50 . . . This convenient 
guide has been prepared to encour- 
age PIA members to set aside a 
portion of their management time 
for a studied review of the funda- 
mentals which must necessarily be 
followed in conducting any suc- 
cessful business. 

In successive sections, it lists, with 
price and sources, books and peri- 
odicals in various branches of man- 
agement, including financial, sales, 
production, personnel, law and in- 
surance, speaking and writing. Al- 
though chosen primarily for print- 
ing management, the list will be 
useful to management personnel in 
any of the related fields. 


@® Making Ads Pay, by John Caples, 
Harper & Brothers, New York, 248 
pages, $4.50 . . . The author, a vice- 
president of BBDO, writes from 
long experience in producing ads 
that have to pay — mail order. He 
has credit for such ads as “They 
Laughed at Me When I Sat Down 
at the Piano,” and others now num- 
bered among the classics of adver- 
tising. 

Drawing upon his thorough back- 
ground, Mr. Caples gets down to 
specific case histories, specific ex- 
amples and_ specific suggestions. 
Written in an easy, almost conver- 
sational, style, this book is recom- 
mended to any copywriter, tyro or 
veteran. All will get new ideas and 
a new outlook from it. 


@ Marketing’s Role in_ Scientific 
Management, edited by Robert L. 
Clewett, American Marketing Assn., 
Chicago, 609 pages, $5 ($3 to mem- 
bers) . . . This volume includes the 
papers which were presented at the 
AMA’s 1957 National Conference. 
Altogether it contains the texts of 
66 papers on marketing presented 
during a three day meeting. 

Of particular interest to AR read- 
ers are two groups of papers, total- 
ing 12 items, on phases of advertis- 
ing and research, plus papers and 
parts of papers in other fields. Other 
than advertising, sections of the 
book include product planning and 
development, salesmen’s compensa- 
tion, pricing, retailing, sales plan- 
ning and forecasting, data process- 
ing, and a group on the economic 
horizon. 
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(A, 


|  EXTRABOLD 


KA 


all condensed...and yet so different 


VENUS CONDENSED 


Three weights let you select the emphasis you need — the wide range 
of sizes lets you select the size you need — alone or in combination the 
Venus Condensed family makes specification easier. For complete speci- 


mens, write on your letterhead to your nearest Bauer Type Representative. 


BAUER ALPHABETS, INC. 
235 EAST 45th STREET - NEW YORK 17, N.Y. OXFORD 7-1797-8-9 





This ad set in Venus Condensed 


WHEN 
Prestige and 
Performance 


are Paramount... 





shee vad otel 

x ~ Or and discove ed ence 
Mi —y See your local dealer now write 
ce ) ja 


direct for free 4 x 6 sample pad 
tan’ & 


Pens gy ™ 
—— bienfang paper co., inc. Metuchen, New Jersey 
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Remarkable ROCKWELL 
Routine 


Not all award-winning applications 
of KLEEN-STIK take the form of 
P.O.P. displays and labels. Some- 
times, clever admen find other uses 
for this versatile, self-sticking ad- 
hesive which help to “button up’”’ 
sales in a different manner. 





IDEA NO. 123 


Take the case of ROCKWELL 
MFG. CO., Pittsburgh, and their 
outstanding Inquiry Follow-Up 
program — which turns every pos- 
sible lead into a sale of DELTA 
Power Tools. Key “implement”’ in 
the set-up is this multiple-copy In- 
quiry Form, made out for every 
inquiry resulting from Delta adver- 
tising. Various copies go from H.Q. 
to regional offices and district man, 
then to the individual dealer nearest 
the prospect for personal follow-up. 
He then returns the last copy (with 
his comments) by folding it into a 
business reply envelope — quickly 
and easily sealed with the strip of 
peel-and-press KLEEN-STIK “D”’ 
‘Transfer Tape at the bottom. 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


eS Li] 


P.O.P. ideas 


Featuring the World's Most 
Versatile Self-Sticking Adhesive! 





This unique form was a joint crea- 
tion of BERNARD COX, Delta 
Advertising Mgr., and EUGENE 
LEWICKI of Delta’s Advertising 
Dept. The intricate, ingenious pro- 
duction was handled by ARTHUR 
J. GAVRIN PRESS, INC., of New 
Rochelle, N.Y. (ALLAN EMAN- 
UEL, Adv. Mgr.) — with the use of 
KLEEN-STIK suggested by 
MARSH LANCASTER of 
Accounting and Business Forms, 
Inc., Gavrin dealer in Pittsburgh. 
A real “team”’ effort that has paid 
off big for everyone! 


See your regular printer, lith- 
ographer, or silk screen 
printer for more business- 
building KLEEN-STIK ideas 
-..or write on your letterhead 
for our free ‘*Idea-of-the- 
Month”’, 


S-% SS“ S“ SM S"H S"M SM SM S"H S"» 


bss yt arr ia com le 


Pioneers in Pressure-Sensitives 


tae ha ail ele | : 
7300 W. Wilson Ave. ® Chicago 31, Ill. 
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APRIL 1958 
April 1 
April Fool’s Day. (All Fool’s Day) 
April 1-30 


Cereal and Milk Spring Festival ; 
Sponsored by Cereal Institute Inc., 135 
S. LaSalle St., Chicago 3 

National Hobby Month . . . sponsored 
by Hobby Guild of America, 550 Fifth 
Av., New York 19 

Vational Ladder Month . . . sponsored 
by American Ladder Institute, 666 Lake 
Shore Drive, Chicago 1] 
Pearadise-in-April . . . sponsored by Pa- 
cific Coast Canned Pear Service, 11 S. 
7th Av., Yakima, Wash. 

National Rug Cleaning Month . . . spon- 
sored by Natl. Institute of Rug Clean- 


ing, 7355 Wisconsin Av., Bethesda 14, 
Md. 


April 1-May 31 
Clean-Up, Paint-Up, Fix-Up Community 
Development Program . . . sponsored by 


Natl. Clean-Up, Paint-Up, Fix-Up Bu- 


reau, 1500 Rhode Island Av., N.W., 
Washington 5 
Spring Festival of Gas Ranges . . . spon- 


sored by American Gas Assn., 420 Lex- 


ington Ay., New York 


April 5-12 
Let’s All Play Ball Week . . . sponsored 
by The Sporting Goods Dealer, 2018 
Washington Av., St. Louis 3 

April 6 
Easter Sunday 

April 6-12 
Honey for Breakfast Week . spon- 
sored by American Honey Institute, 


Commercial State Bank Bldg., Madi- 
son 3 
National Noise Abatement Week 
sponsored by Natl. Noise Abatement 


Council, 36 W. 46th St., New York 36 


April 7 
Army Day 


April 7-13 
National Boy's Club Week . spon- 
sored by Boy’s Clubs of America, 381 
Fourth Av., New York 16 


April 7-14 
National Laugh Week . . . sponsored by 
Natl. Laugh Foundation; Comedy Work- 
shops of America; Natl. Assn. of Gag- 
writers; Comedy World Publishing Co., 
P. O. Box 835, Grand Central Station, 


New York 17 


April 8-14 
Pan American Week .. . 


(presidential 
proclamation ) 


April 13-19 
Brand Names Week . . . sponsored by 
Brand Names Foundation, 437 Fifth Av., 
New York 16 

April 14-18 
Chemical Progress Week . . . sponsored 


by Manufacturing Chemists Assn. Inc., 
1625 Eye St., NW, Washington 


April 15 
Coffee Day . . . sponsored by Pan Amer- 
ican Coffee Bureau, 120 Wall St., New 
York 


April 15-May 15 
Clean Oil Month . . . sponsored by Fram 
Corp., Providence 16, R. I. 


April 16-21 
National Tobacco Distribution Week... 
sponsored by Natl. Assn. of Tobacco 
Distributors, 200 Fifth Av., New York 10 


April 20 
Vational Mother-In-Law Day . . . spon- 
sored by Museum of American Comedy, 


161 Westchester Av., Crestwood, N. Y. 


April 20-26 
National Retail Credit Week . . . spon- 
sored by Natl. Retail Credit Assn., 375 
Jackson Av., St. Louis 5 
National Secretaries Week spon- 
sored by the Natl. Secretaries Assn., 222 


+s ace 


W. llth St.. Kansas City 5, Mo. 


April 21-26 
Bike Safety Week . 
Optimist Intl., 1721 
Bldg., St. Louis 1 


sponsored by 
Railway Exchange 


April 21-27 
National Garden Week . . . sponsored by 
Natl. Council of State Garden Clubs, 
Essex House, New York 19 


April 24-May 3 
Hardware Week . . . sponsored by Natl. 
Retail Hardware Assn., 964 N. Pennsyl- 
vania St., Indianapolis 4 


April 27 
Summer Millinery Openings . . . spon- 
sored by Millinery Institute of America 
Inc., 1450 Broadway, New York 18 


April 27-May 3 
National Baby Week . . . sponsored by 
Earnshaw Publications Inc., 101 W. 31st 
St., New York 1 
National Invest-in-America Week 
sponsored by Natl. Invest-in-America 
Committee Inc., 121 S. Broad St., Phila- 
delphia 7 


Eight Errors In 
Testing New Products 


The development of new products 
is essential in our present economy, 
reported Arthur C. Nielsen Jr., at the 
third annual New Products Seminar, 
sponsored by Hilton & Riggio Inc. 

Proper test-marketing of new 
products, he said, will increase the 
chances of success. From his organi- 
zation’s experience, he drew the 
following common mistakes: 


@ Failure to select an average mar- 
ket. 


Failure to develop a promotional 
plan. 


Over-spending on promotion in a 
test market. 


Failure to measure the total mar- 
ket, including competition. 


Failure to measure all 
sales-influencing factors. 


possible 


Failure to allow enough time for 
customers to buy and re-buy. 


Failure to expose product to com- 
petitive counter-attacks. 


Failure to employ proper sales- 
auditing procedures. 
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Makers of Penn/Brite Offset * Penn/Gloss Plate * Penn/Print Papers: Eggshell * English Finish * English Finish Litho * Super * Clarion Papers: Duplicator * Mimeograph * Bond * Tablet 




































Penn,’ Brite Offset 


controlled moisture content aids 
precise register in color printing 


Fine color lithography calls for properly moisturized 
paper. Otherwise it takes on moisture — and expands — 
with each run through the press; or loses moisture — and 
shrinks — as it stands in the pressroom. Either way, you 
are in trouble. 

To prevent all this New York and Penn gives Penn/ Brite 
Offset a “just right for the press” moisture content on its 
papermaking machines — and then keeps it there by sheet- 
ing, trimming, and packing it double-wrapped, in a humid- 
ified finishing room. You get it clean and white, just right 
for color work. 

if you can trust a paper for your most expensive 
color jobs, you can trust it for anything — provided it's 
priced right. Penn/ Brite is. 


Periodically New York and 
Penn uses this Printer’s 
Moisture Indicator, or 
“sword”, in double - check- 
ing the moisture content of 
Penn/Brite Offset —to be 
sure it will lie flat on your 
press, free of waves, curls 
or tight edges. 


Even with its controlled moisture content 
and other features, Penn/Brite Offset is 
actually priced to bring you savings. For 
details, we would be pleased to send 
you a swatch book and the name of 
the Penn/Brite merchant nearest you. 


Lithographed on Penn/Brite Offset, 100# smooth finish. 


White New York & Pennsylvania Co. 
425 Park Ave., New York 22, N. Y. 





New York and Penn 





Cover photo by Ben Somoroff. Printer's 
Moisture Indicator by Cambridge 
Instrument Co., Inc., New York. 


Semi-Annual Vol. 5 — Nos. 7-12 


July — December 1957 


Ed ito rial [ nd ex ®Currently available as reprints 


SPECIAL FEATURES 


How ;: Plan Your Public Relations Program—Pau! B. Zucker If You're a One-Man Ad Department—William A. Arter 
uly, p. 25 


Nov., p. 25 
Legal Dangers in Imitating Competition’s Advertising—Al| 
bert Woodruff Gray—Nov., p. 27 


Handling Advertising Effectively (Excerpts from Stromber 
yer, LaVene, McKenzie’s Procedures Manual): Part IV 
Public Relations—July, p. 28 


When Santa Comes by Train jepartment store promc 

Who's on the Production Team—as Agency Executives See tion—Dec., p. 23 

It—Aug,, p. 19 How the Mellon Bank Brought Reindeer to Pittsburgh—Al 
)The Story of The Influential—Peter E. Schruth—Sept., p. 23 exander B. Adams—Dec., p. 25 
Joint Press Conferences Bring Results—Robert B. Konikow 

Oct. p. 10 
ART & PHOTOGRAPHY 
A Guide to Antique Art and Its Uses—Ted Sanchagrir R/How a Cartoon Character Sparks a Campaign for Crow- 

July, p. 68 ley's—Treadwell D. Covington—Nov., p. 60 
How to Get Better Pictures Through Flexichrome—Mildred R)A Code of Ethics for Art—Nov., p. 67 

Weiler—Aug., p. 69 


Converting Photographs to Line Art—Mildred Weiler—Dec 


New York Art Awards Aug., p. 74 p. 59 

How 7 Got the Otis Elevator Photos—Ken Smith—Sept A Building Designed for Work photographi de 
p. 63 

Sen to , Crop Photos—Robert G. Shand—Oct.,, p. 90 A Legal Guide to Reproduction of Stamps & Currency—Dec 
p. 69 

AUDIO-VISUAL AIDS 

What's erpeaing to Business Films report on award Making Your Own Slide Presentation—Ted Sanchagri: 

inners—Robert B. Konikow—July, p. 30 Sept., p. 63 
Telephoned Ads . 1 new advertising medium in France A Guide to Slides and Filmstrips—Sept., p. 65 
Maurice Bensoussan—July, p. 36 


The Edsel Audio-Visual Program—Oct., p. 43 


Making A Technical Movie for the Layman—Donald G Han 
son—Nov., p. 75 


What’ s New in Audio-Visual Equipment—July, r 
How to Make Your Films Last Longer—Dolph Franklin—Aug 


p. 87 How GE Produces Its Own Newsreel—Kenneth F. Abeel 
Seven Principles of Slide Techniques—Sylvia H Simmon: Dec., p. 53 
Aug., p. 90 A New Look in Salesmen’s Presentations—Murry Dolmatch 
Getting Your Value from Color Slides—Harold F. Jenkin: Dec. p. 57 
Sex t 59 
DIRECT ADVERTISING 
Getting Newspapers to Promote Your Campaign to Dealers Humorous Campaign Sells Aged Church Equipment—Bett: 
—Phil Seitz—Ju r Macon—Oct., p. 64B 
Producing Direct Mail Dealers Will Use—Phil Seitz—Aua Using Continental Facilities for Europe-to-America Cam- 
61 paigns—Oct., p. 67 
Getting bared Most Out of Direct Mail suggestions tron A Guide to Postal Rates—Oct 69 
for Motivational Research—Sept., p. 9 ®Nine Key Elements of an Effective Direct Mail Package 
Direct ‘Mail ‘iantiiae Used to ntnes Case Histories—N. C William Baring-Gould—Nov., p. 81 
Richardson—Sept., p. 97 Can You Afford to Run Your Own Lettershop? 
Trends in Direct Mail AR survey report—Dick Hodgsor jles to consider—Fre¢ S. Andrews—Dec., p 43. 
—Oct., p. 99 A Single Trademark, ny oni Color Combination Multi- 
DMAA Award Winning Campaign—Oct 64 plies Impact—Dec., p 49 
LAYOUT & TYPOGRAPHY 
Thinking Behind Redesign of Newspaper Supplement—July Needed: New Typography for New Developments in Printing 
p. 65 —Frank De Witt—Oct., p. 103 
Designing a New Trademark—James O. King—Aug., p. 77 A Formula tor Spacing Display Lines—-M F McGrew 
Let Human Nature Guide Your Choice of Type—A. Raymond p. 37. 
Hopper—Sept., p. 45 When a Designer Is His Own Client Rules for ple 
jesigners and art directors—Ted Sanchagrin—Dec 


97 
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Semi-Annual Editorial Index 


PACKAGING & LABELING 


Packaging Non-Food Products for Supermarket Selling—F. G 
Ruffner Jr.—July, p. 89. 

A Program for Produce Selling—Aug,, p. 23 

A Guide to Set-Up Boxes—Aug,, p. 27 

The Package as a Symbol 
Barbara Kaye—Sept., p. 67 


Eight Ways Packages Can Promote Premiums—Sau! Nesbitt 
Oct 97 
p. 9 


meaning that isn't obvious 


PREMIUMS, PRIZES & SPECIALTIES 


How Premiums Build Gasoline Sales—July, p. 77 

A Basic Guide to Contests—July, p. 81 

)}Gimmick Campaign Opens Doors to Company Salesman 
Dick Hodgson—Aug,, p. 65 

Use of Christmas Gifts in Business Results of AR’s su 


AR‘s Guide to Christmas Gifts—Sept., p. 34.—Oct., p. 54 
Nov., p. 105 


PRINTING, PAPER & PLATEMAKING 


i)}New Uses for Printing in New Communications Fields—Joe 
R. Schoeninger—July, p. 53 
New Development in Vinyl Loosleaf Binders—July, p. 56 


The Combination Plate t buying guide—Larry LeVant 


July, p. 61 
Printing on Foil—Robert B. Konikow—Aug,, p. 29 
Designing for Foil Principles for maximum impact—Milt 
p r y 


i ig. p. 34 
Seven Steps to Better Quality in Newspaper Ads—Aug., p 


SU 


Developments in Magnesium for Engraving—Robert B. Koni 
kow—sSept., p. 101 


RADIO & TV PRODUCTION 


How to Make Your Films Acceptable to TV Stations—Richard 


Krepela—July, p. 47 
How to Give Your Commercials the Hollywood Touch—Aug 
8] 


How to Promote a TV Show—Edward G. Gerbic—Sept., p. 85 
Abstract in Art and Sound 
mood—Phil Seitz—Oct., p. 77 


A tv commercial creates a 


SHOWS & EXHIBITS 


How Bakelite Uses Modular Exhibits—Russ Matthews—July 
p. 49 
Should Agencies Buy Exhibits? 
Aug,, p. 45 
An Album of Exhibit Ideas—Aug,., p. 50., Dec., p. 75 
An Exhibit One Woman Can Set Up—Sept., p. 72 


A symposium answers 


SIGNS & DISPLAYS 


What Supermarkets Want in Point-of-Purchase—Dick Billies 
—July, Pp 83 

The Display Which Keyed Power-Mower Promotion—Richard 
L. Clark—Aug,, p. 55 


Posters Designed by Frenchman Carlu—Aug,, p. 60 


How to Plan a Decal Valance Program—Benn Ollman- 
Sept., p. 77 


)How Falstaff Beer Keeps Truck Signs Uniform—Sept., p. 80 
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How Redesign Builds Volume for a Laundry—Oct., p. 100 


AR Report on Packages that Win at the Point-of-Sale—Nov 
p. 30 


Fibre Box Winners Illustrated—Nov., p. 36 


Two Case Histories Show Market's Demands on Packages 
—Robert I. Goldberg—Dec., p. 89 


Two Views on Failure of Heinz’ New Bottle—Henry G. Burger 
& F. C. Majorack—Dec., p. 92 


Displays & Specialties Introduce the Edsel—Oct., p. 49 

Eight-Point Program for Planning Premium Use based on 
Lever Bros. experience—Jack Doran—Nov., p. 103 

Company's Trademark Character Returns for Anniversary 
Celebration—Howard L. Clary—Dec., p. 35. 


Free Coffee at Holidays Builds Good Will for Coffee Com- 
pany—David North—Dec., p. 38 


For Economy, Newspaper Supplement Prints Directly from 
Magnesium Plates—Haviland F. Reves—Sept., p. 107 


What's New in Paper—Charles V. Morris—Sept., p. 111. 

R)Buying Offset .. . Need for understanding between buyer 
artist and printer—Bernard C. Schramm Jr.—Oct., p. 7] 

Production Story of a Tricky Insert in Fortune—Oct., p. 74 

Designing for R. O. P. Color—John W. Amon—Nov., p. 43 

Producing an Insert to Serve Both as Ad and Display— 
Allen Sommers—Nov., p. 49 

An Outstanding Annual Report and the Thinking Behind It 
—David Finn & Bill Ruder—Dec., p. 79 


How an Agency's Staff Members Learn about Production— 
Mary Parkinson—Dec., p. 84 


A TV Art Director Explains His Job—Georg Olden—Oct., p 
80. 


What About Animation? . An 
tions—Nov., p. 69 
Best in Animation 
0 


expert answers AR’s ques- 


stills from Cartoonists Guild—Dec., 


R29 Exhibits in an Air Terminal—Mildred Weiler—Oct., p. 
85. 


Gilbey’s Centenary Exhibit on History of Drinking—Nov 
p. 55 

A Dramatic Sales Presentation Travels 13,000 Miles to Tell 
A Story to Salesmen—Robert B. Konikow—Dec., p. 71 


Wrought-Iron Rack Succeeds at Point-of-Sale—Richard C 
Newbold Jr.—Sept., p. 82. 


R)Signmanship for Edsel Dealers—Oct., p. 27 


How Standard Promoted New Gasoline Through 15,000 Serv- 
ice Stations—Robert B. Konikow—Nov., p. 88 


12 Ways to Save Money on Your P. O. P.—Jack A. Wichert 
—Nov., p. 92 


Electric Curb Sign Stops Traffic—Mildred Weiler—Nov., p. 96B 
Unusual Sign Locations Used In Italy—Nov., p. 100 
Advice on Designing for Posters—Garrett P. Orr—Dec., p. 29 
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How Basketball Built 
a Company Vame 


W hen Vickers Petroleum Co. wanted to increase its public acceptance, 
and to do it in a hurry, it found that the best way was to sponsor a team 


By W. F. Walker 

Public Relations Manager 

The Vickers Petroleum Co. Inc. 
Wichita, Kan. 


In 1955, this company, a 39-year- 
old, independent, integrated oil 
company, decided to shift its em- 
phasis from production and refining 
to marketing. As a small firm, it 
had always marketed its quality 
petroleum products through a 
group of 300 service stations, con- 
trolled by large distributors. To 
protect this sometimes perilous po- 
sition, the family-owned firm de- 
cided to build a chain of company- 
operated service stations through- 
out its four-state marketing area. 

But this created a problem. How 
can you get quick action in build- 
ing prestige and brand recognition? 
How can the name Vickers and its 
trademark be made better known? 


> The answer came as the result of 
a conversation between a_ sports 
minded civic leader of Wichita and 
J. A. Vickers, youthful president 
of the company. Mr. Vickers was 
asked if his company would be in- 
terested in sponsoring a team in the 
National Industrial Basketball 


in the big leagues of amateur basketball. 


League, the big league of amateur 
basketball. 


The decision was to go ahead, in 
spite of the difficulties of entering 
competition with such _ individual 
giants as Phillips Petroleum Co., 
Goodyear Tire and Rubber Co., 
Caterpillar Tractor Co., and the 
Denver-Chicago Trucking Co. 


Other factors influencing the de- 
cision were the tremendous public 
interest in basketball throughout 
the four states—Kansas, Missouri, 
Nebraska and Iowa—in_ which 
Vickers’ stations were established, 
and the availability of a beautiful 
fieldhouse at the University of 
Wichita with a capacity of 10,000. 


> In order to build the team, a na- 
tionally-known coach was _ hired. 
His first task was to comb the ranks 
of the top college basketball play- 
ers and to select candidates for both 
the basketball court and for Vick- 
ers. These men, in addition to be- 
ing fine basketball players, had to 
be able to adapt their college train- 
ing and skills to the services re- 


quired by an oil company. 


A professional personnel testing 


agency was engaged to test each 
of the prospects for his individual 
aptitudes and psychological charac- 
teristics. Those basketball players 
who qualified under 
were hired. 

As Vickers is a relatively small 
company—only 300 employes in all 
—only five players could be ab- 
sorbed the first year. Plans, how- 
ever, called for the addition of at 
least one new player each succes- 
sive year. 

Some of the players tested turned 
out not to be qualified for jobs in 
the oil industry. However, other 
Wichita firms, shown the results of 
the aptitude testing, hired these 
men and made them available for 
the basketball team. Among these 
firms were Boeing Aircraft Co. and 
Beech Aircraft Co. 


these tests 


» According to Associated Person- 
nel Technicians, the Wichita testing 
agency, the average Vickers ball- 
hawk was 6’3 34” tall, weighed 206 
pounds, and was 22 years old. Both 
his intelligence and his vocabulary 
were well above average. He is 
much better adjusted and more 
adaptable than the average Vickers 
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Modern Feeling right) A modern 
station needed a good p.r. program to 
establish public recognition, and indu 


trial basketball furnished the theme 
Award Presentation below) The 
author receives a plaque from the Wich- 


ita Advertising Club for this program 


employe. And when it comes to 
dexterity, speed, and other physical 
attributes, he ranks high, of course. 
In addition, he has the athlete’s in- 
born competitive spirit which is not 
confined to the court alone, but 
moves out into his business career. 


> The sponsoring of the basketball 
team has been successful, both 
sportswise and business-wise. In its 
first season, the team achieved the 
unprecedented position of a tie for 
second place in this highly-com- 
petitive league. It repeated its 
achievement the next year, but 
more gratifying to the company 
have been the achievement in build- 
ing good will. It includes such items 
as these: 


® Over 78,000 column inches of na- 
tional publicity for the 1956-57 sea- 
son alone. 


© A Heart Fund benefit game, in 
Lawrence, Kansas, sponsored by the 
CIO-AFL, drew 15,000 fans, includ- 
ing the entire state legislature. 


© A game with the U. S. Olympic 
team, in which the Vickers squad 
lost by the close score of 76 to 72, 
coming closer than any of ten teams 
which tackled the champions. 


e The Public Relations Award of 
the Year of the Wichita Advertis- 
ing Club, given the company for the 
team’s outstanding p.r. program. 


> A survey, conducted by the mar- 
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keting department of the Universi- each other. The basketball games 


ty of Wichita, has shown that the 
primary objective of sponsoring the 
team has been attained. Almost un- 
known as a brand two years ago, 
the name of Vickers now ranks in 
familiarity with Phillips and other 
major refiners of petroleum prod- 
ucts in Vickers’ four-state market- 
ing area. 

The main objective has _ been 
achieved, but in addition, sponsor- 
ship of the basketball team has had 
other benefits as well. 


© It has helped this small company 
to recruit top personnel. For ex- 


ample, without basketball, it is 
doubtful if Vickers could have 
hired Dick Boushka, a Phi Beta 
Kappa geophysical engineering 
graduate from St. Louis Universi- 
ty. Mr. Boushka, a 65” forward, 
was an All-American at St. Louis, 
and an NIBL All-Star while at 
Vickers. Now on military leave, he 
became an AAU All-American 
while playing for the Air Force. 
Without basketball, Vickers could 
never have persuaded him to ap- 
ply his engineering skill in the 
service of a small company. 


e The team has also built company 
cohesion. It has increased the pride 
of the employes in their company, 
and drawn our whole staff to- 
gether. With a small home office, 
and a remote refinery, and other 
scattered employes, it was difficult 
to get people together, to know 


have provided an opportunity for 
everybody to get together, and this, 
in turn, has stimulated employe ac- 
tivity. Placing some of the players 
on assignment at the refinery has 
eliminated some of the ‘outside’ 
feeling that exists in an isolated 
group of workers. 


> The whole program has actually 
been very inexpensive. With a 
schedule of 15 home games and a 
large number of exhibitions and 
traveling games away from home, 
with an itinerary that stretched 
from Seattle to Dayton, the entire 
program cost less than $18,000 this 
past year. 

Eventually, the entire program 
will be self-sustaining. The sale of 
season tickets to home games at the 
fieldhouse of the University of 
Wichita, along with guarantees 
from NIBL games away from home, 
will soon cover the entire budget. 

In just two short seasons, basket- 
ball has brought good will and pres- 
tige to Vickers in a quantity and of 
a type which could not be bought. 
More than just a gesture of civic 
pride, Vickers basketball is a prof- 
itable vehicle used effectively in 
bringing the company name before 
an immense audience of gasoline 
consumers who, in many cases, had 
never even heard the name prior 
to the adoption of one of the most 
exciting public relations tools in the 
history of the company. 44 
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Poster Plaudits 


. «» The painted “’Bravo”’ 
utes after the final out of the final game in the Series, on a 


went up just 20 min- 


sign which had been put up during the latter part of the regu- 
lar season, and which had brought Blatz national recognition 


The Home of the Braves 


By Benn Ollman 
A once-in-a-career opportunity 
for its advertising community came 
up like Halley’s Comet when Mil- 
waukee’s Braves won the National 
League pennant this year and threw 
in the World Series marbles for 
good measure. 

Not that it wasn’t anticipated. It 
was supposed to have happened last 
year, when the local Association of 
Commerce had 400 specially de- 
signed Braves telephone pole post- 
ers made to celebrate the occasion. 
The Association lads weren't the 
only ones who jumped the gun in 
56. A lot of ad agencies had signs, 
posters, bulletins, display ads and 
various other campaigns ready to 
go for their clients when those pen- 
nant hopes were evaporated in one. 
single, solitary game. 


’ So the 400 posters, along with a 
lot of other items, went into stor- 
age. One of the breweries typified 


When the Braves became World Champions, 


Milwaukee went wild. Here’s a 


report on how it affected advertising. 


the feelings of the Beer City last 
summer when the pennant drive 
was frustrated. They put up a huge 
sign which said: “Wait Until Next 
Year.” 

It is not exaggeration to report 
that no single event has ever mo- 
nopolized the attention of Milwau- 
kee and the surrounding area as 
did this year’s tension-packed pen- 
nant race and the World Series 
games. The town’s two daily news- 
papers, sign companies, its five AM 
radio stations and four video out- 
lets slanted virtually their entire 
talents and time towards providing 
blanket coverage for the events. 

Baseball writers will find the 1957 
season a bottomless source of copy 
for years to come. Admen here ad- 
mit that they have yet to mine the 
complete vein of promotional pos- 
sibilities. although rich seams of 
merchandising ore were exposed 


> From an advertising and promo- 


tional 


standpoint. was it worth 


ele 


OF THE 


WORLD! 


Official Poster . . . Issued by the Civi 
Progres Cx mmittee tor the Se rie ce le 
bration these were 


chant 
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while? The “Ninety Nutty Days” 
that rocked Braveland between the 
clinching of the pennant and the 
final victory over the Yankees made 
terrific copy all over the globe. No 
question about the impact made by 
all the stories about the unquench- 
able exuberance of Braves’ fans. 
The city of Milwaukee gained im- 
measurable publicity—none of it 
harmful. It should be able to capi- 
talize for years to come on the slo- 
gan: “Baseball Capital of the 
World.” 


> The phrase “Bush League” is set 
to take on a new significance. You 
won't have to smile any more when 
you call a Beer City resident a 
“bush leaguer.” He’s proud of the 
title now. The local J. C. Penney 
store ran an ad the day after the 
Braves won the final game of the 
World Series that contained only 


two words — “Bush — eh?” 
Just how much the local firms 
that geared their merchandising 


and advertising efforts to the base- 
ball theme benefitted is a moot 
question. A good share of the local 
admen report that they advised re- 
straint during the Series period. 
Many advertisers that are nor- 
mally big space buyers shied away 
from the plethora of special base- 
ball editions that hit the streets. 
Their thinking was that there could 
be only a minimum of “sell” value 
in these issues loaded with the tre- 
mendous trivia of baseballdom. 


> They were outnumbered, though, 
by the eager advertisers that clam- 
bered on the bandwagon to get in 
their congratulations. The swarm 
of ads that jammed both the Mil- 
waukee Journal and the Milwaukee 
Sentinel at Series time were charac- 
terized more by their large num- 
bers than their ingenuity and 
cleverness. 

The Sentinel employed an effec- 
tive means of selling ad space dur- 
ing the World Series period. It ar- 
ranged a blanket agreement with 
all the Braves player personnel 
which permitted advertisers to use 
photos of anyone on the team in 
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Even the Bank .. . 
This sidewalk poster 
tied in with the 
popular slogan. 


their display ad layouts without 
paying a royalty. Only proviso was 
that no player names could be used 
to identify the players in the ad 
copy. 


>» Glancing back, an analysis of the 
numerous pennant and Series com- 
mercial tie-ins reveals a few stand- 
out ideas and gimmicks. 


@ Rated by many agency people 
here as the most clever ad used 
was the one run by Esquire Shoe 
Polish. The simple ad copy read: 
“Esquire Shoe Polish — Always on 
the Ball.” A simple message, but 
its connotation revealed that some 
adman was alert to a ripe advertis- 
ing opportunity when he saw one. 

The ad appeared right after the 
Braves’ pinch hitter Nippy Jones 
was hit by a pitched ball, and got 
the free pass to first base that re- 
sulted in the tying run in the fourth 
Series game. The copy caught the 
public’s eye because a smear of 
Esquire Shoe Polish on the base- 
ball was the prima facie evidence 
used by the umpire to verify his 


Within the Hour . 


suspicion that Nippy Jones’ shoe 
was actually hit by hurler Tommy 
Byrnes’ throw. 


e “Und Now Der Dear Yanks”, 
painted on a strategically located 
billboard in downtown Milwaukee, 
earned Blatz Brewing Co. the envy 
of the other breweries. Both bife 
and Sports Illustrated highlighted 
shots of this sign. The sign was 
painted at a time when the Braves 
were perilously close to losing their 
league lead in early September. 
Blatz executives gave instructions 
that it be kept up until the bitter 
end, and their tenacity won out. 
Twenty minutes after Eddie Math- 
ews made the final putout in the 
seventh game that won the World 
Series for the Braves, a crew of 
busy painters _ superimposed 
“BRAVO” over the sigh. 


@ Ben Barkin, of Barkin, Herman 
& Associates, public relations firm, 
had the dream assignment of co- 
ordinating and heading up the work 
of the Civic Progress Committee’s 
celebration for the community. One 
of the committee’s most effective 
accomplishments was the designing 
and printing of a large quantity of 
standardized window signs and 
posters. These were made available, 
free of charge, to all merchants 
who wanted them, for use in win- 
dow and counter displays. The 
signs, in 10x24” and 20x28” sizes, 
showed an exultant Braves warrior 
with the copy “Home of the Braves” 
over the Milwaukee city hall and 
skyline flying a 1957 National 
League Champions pennant and the 
new slogan — “Baseball Capital of 
the World!” 





$ 


. . Taking off from a Yankee’s derogatory remark, this poster went 


up in a hurry, delighting Milwaukee’s Braves-proud fans. 





The Civic Progress Committee 
also took charge of planning the 
official mass events that kept Beer 
City citizens in a dither for nine 
solid days. Authorities claim that 
the crowds that gathered in the 
downtown streets after the final Se- 
ries contest exceeded even those 
that celebrated the end of World 
War II in 1945! 

A sidelight: Not a single Braves 
poster placed astride light poles on 
the Wisconsin avenue parade route 
survived the wild afternoon and 
night of merrymaking that wound 
up the spontaneous Series celebra- 
tion. These were the posters that 
had been stored for a year in a 
warehouse. When the crowds began 
invading the downtown sector after 
the last game, the sign company 
rushed crews to the area in a vain 
attempt to rescue the posters from 
the souvenir hunting crowds. Even 
with the aid of policemen they were 
unable to retrieve a single Braves 
Series poster! 


@ MacNeil and Moore, a_ men’s 
clothing and gift shop, came 
through with one of the top pro- 
motions. They prepared a black and 
white reproduction of the actual 
October 10th Milwaukee Journal 
and Milwaukee Sentinel front 
pages, headlining the Milwaukee 
Braves as winners of the World 
Series, on five inch ceramic beer 
mugs, and 514x714” gold-trimmed 
ash trays. 

Permission had been obtained 
from both papers several weeks in 
advance by MacNeil and Moore to 
make repros of their front pages. 
Copies were taken off the presses 
and rushed by air to a ceramics 
manufacturer in New York City 
within minutes after printing. With- 
in a few days the ash trays were 
selling at an astonishing pace over 
the MacNeil and Moore counters. 
Demand, according to store execu- 
tives, has remained § gratifyingly 


Souvenirs .. . 
Ceramic steins and 
ashtrays proved 
popular keepsakes 


strong. A number of business firms 
have ordered them for use as 
Christmas gifts. “This should be a 
good item for a long time to come,” 
they believe. 


@ Milwaukee’s dairies tied in with 
the barrage of baseball linked gim- 
micks by designing special milk 
cartons and bottle caps with base- 
ball motifs. 


® The breweries, always in the 
vanguard of promotional activities 
in this town, hit new peaks in their 
efforts this time. Along with Blatz’s 
attention-gaining billboard sign al- 
ready mentioned, the Miller Brew- 
ing Co. also caught the public’s eye 
with their addition of bright pen- 
nants to a dozen signs and copy 
which read “Our First World Se- 
ries” in red and white lettering on 
a huge baseball. 

All of the breweries followed 
through with tremendous quantities 
of point-of-sale streamers for use 
in back bars of area taverns, and in 
restaurants and drug stores. 

The guest relations programs of 
the four major Milwaukee brewer- 
ies were given a prodigious work- 
out during the Series. It was liter- 
ally “open house” for baseball writ- 
ers and television and radio people 
during the World Series 
played here. Personal invitations 
were extended to 475 accredited 
baseball writers, radio and tv peo- 
ple by the Miller Brewing Co., in- 
viting them to make use of their 
hospitality facilities during the 
games. Since the Miller brewery is 
located close to County Stadium, 
the press gentry took full advan- 
tage of the invitation. Over 800 
people signed in for suds and sand- 
wiches on the house during the 
big weekend of Series tilts here. 


games 


>’ One of the headaches that ac- 
companied the Series period was 
the frantic demand for tickets. 


Company executives and salesmen 
anxious to land ducats for their 
customers found it, in most in- 
stances, an impossible task. Sev- 
eral graphic arts firms set up tv 
sets in their plants and offices to 
accommodate visiting customers. 

Columbia Printing Co. publicized 
its “World Series TV Theatre” via 
mailing pieces and newspaper ad- 
vertisements. During the Series, 
their velvet draped “TV Theatre” 
drew dozens of customers who 
stopped in during the afternoon to 
view the games and enjoy a bit of 
“gemuetlichkeit.” 

Inland Press drew numerous 
chuckles and solved a vexing Se- 
ries ticket situation with its “TV 
Baseball Party”. They mailed out 
invitations to their list of custom- 
ers on a miniature baseball bat 
with a card tied around the handle, 
which read: “We have a box seat 
reserved for you here to view the 
games on our television set.” 
> Summarizing the World Series 
period from a merchandising stand- 
point, admen and merchants agree 
that it was no boon for most busi- 
nesses. Sales dropped off noticeably 
in retail establishments. Traffic 
practically vanished from store 
aisles during the hours when games 
were being broadcast. 

Newspaper advertising schedules 
were reshuffled, and linage was 
transferred on a day-to-day basis 
throughout the several weeks when 
baseball monopolized the public’s 
attention. The Series dates con- 
flicted with a number of major 
downtown department store pro- 
motions. The only store that re- 
portedly held to its space committ- 
ments was Gimbels, whose 115th 
anniversary sale ad campaign was 
almost lost in the shuffle. 

On the Wednesday following the 
last game of the World Series, the 
Milwaukee Journal came out with 
a 122-page edition, its fattest mid- 
week paper in 10 years. It was 
filled, mainly, with ads that had 
been held back until the Series in- 
terest subsided. By that time, ad- 
vertisers were beginning to feel 
that their messages would be seen. 
even if they were off the sports 
pages. 


If, as it is now generally agreed, 
‘baseball is more than just a game 
in Milwaukee,” then the local ad- 
vertising agencies deserve much of 


the credit (or blame) for that 
claim. With the Milwaukee Braves 
now truly the “World Champions 
of Baseball,” you can look forward 
to a whole new bag full of base- 
ball-centered ad campaigns and 
promotional gimmicks. “Wait Until 
Next Year.” 44 
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How 
External 
Publications 
Work 


The external house organ is one of the most powerful tools in building 


sales and goodwill, yet it remains one of the least recognized. This report 
on a special survey conducted by AR takes a good look at a cross-section 
of house organs, why they are issued, who is responsible, how they are 
produced, what they contain and whose budget pays for them. 


By Robert B. Konikow 
AR Managing Editor 


At first inspection, house organ 
activity reminds one of nothing less 
than an iceberg. From one’s own 
personal experience, it seems to be 
a minor form of promotion. One is 
familiar with perhaps a handful that 
come across the desk. One might be 
able to name an additional few. But 
as soon as one begins to do any re- 
search, the immensity of the entire 
operation comes to the surface. 
Fully 80°. of this operation is prac- 
tically invisible to the naked eye. 

Even the number of house organs 
published is difficult to determine. 
Gebbie’s House Magazine Directory 
lists over 3,000 titles of what it calls 
the “nation’s leading house maga- 
zines.” The 1950 edition of the di- 
rectory issued by Printers’ Ink lists 
5,552 titles. And there are undoubt- 
edly more, for even the most casual 
research turns up some titles not 
listed in either of these compendi- 
ums. 

For the purposes of this report, 
AR has confined its efforts to the 
external publications of companies. 
These make up about half of the 
total number issued, if you include, 
as we did, those that are listed as 
going both to staff members and to 
outsiders. In most cases, we believe 
this last group is edited primarily 
for customers or prospects, and 
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then, since it is being printed, is 
distributed to employes as well. 
This report is based on an exami- 
nation of more than 100 external 
publications, selected more or less 
at random. The companies which 
cooperated include manufacturers of 
industrial products and of consume! 
goods, retailers and_ wholesalers. 
Their publications range in circula- 
tion from 750 copies to 4,000,000. 
They may be produced on office du- 
plicating machines and on four-colo1 
rotogravure presses. While not a 
statistical cross-section of all ex- 
ternal publications, the ones covered 
in this report include, we feel, al- 
most every kind of house organ, and 
almost every solution to the many 
problems that face management in 
embarking on this endeavor. 


Purpose .. Why are house organs 
issued? There are many reasons. As 
far back as 1922, the magazine 
Printing Art listed 51 purposes for 
which house organs are published, 
and called these only the more 
usual ones. In analyzing the replies 
to AR’s questionnaires, we obtained 
the following list: 


Public Relations 70.4% 
Sales promotion .... 70.4 
Product news ...... 25.0 
Miscellaneous a 
These occurred in all possible 


combinations, but a _— surprising 


39.4% were single-minded, and in- 
dicated only one purpose for their 
publication. Where this occurred, 
sales promotion outranked public 
relations by 19.7% to 16.9%, a figure 
that is not too statistically signifi- 
cant, although it may be welcomed 
by sales promotion executives. 


Supervision . . Now that the pur- 
pose of the publication is deter- 
mined, the next question is often 
who is going to supervise and set 
policy. Our questionnaire listed 
three titles we assumed would cover 
the bulk of industry, and sure 
enough, one of these three was 
checked in two-thirds of the replies. 

The advertising manager led with 
a 46.4¢, return, followed by the 
public relations director with 13.7¢, 
and the sales manager with 5.5°;. 
The 9.6‘, who pencilled in the title 
of director of advertising and p.r. 
really belong in this group, but 
what surprised us in tabulating the 
returns was the statement that 6.8°, 
of the publications came under the 
direct supervision of the president 
of the firm. 


Editor . . This is consistent with the 
replies to the question which tried 
to find out what the editor of the 
house organ did besides act as an 
editor. Actually, only 18% of the 
returns indicated that editing was a 
full-time job. Of the remainder, of 
those who did 


something beside 
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editing, 6.1°% carried the title of 
president, while in 51% of the re- 
turns, the editing was handled by 
the advertising manager or his as- 
sistant. The p.r. director was listed 
by only 6.1%, while in none of the 
companies responding was editing 
assigned to the sales manager. 

Miscellaneous assignments, which 
included the office manager, a copy- 
writer, the assistant to the presi- 
dent, a free lancer, added up to a 
substantial 26.6. 


Budget. . But with all this variety, 
in purpose, in responsibility, in as- 
suming the editorial function, when 
it came time to pay the bills, it was 
the advertising budget which was 
charged in 62% of the respondents. 
Public relations paid up in 15.5°, 
sales in 7° and sales promotion 
5.6°-. Others were listed in 9.9%, 
which included those with their own 
budget appropriation, or out of the 
president’s account. 

It is interesting to speculate on 
the lack of correlation of these 
figures with the expressed purposes. 
Why is public relations charged 
only 15% of the time, although it is 
included as a purpose in 70% of the 
publications? Is lip service being 
given to the p.r. role of the publica- 
tion, but control, in both supervision 






















Summary of Replies 


Frequency of Issue 














Monthly 31% 
Quarterly 28 
Bi-monthly 26 
Circulation 
Under 5,000 iy 
5 to 20,000 29 
20 to 100,000 18 
Over 100,000 10 
Format 
Magazine eo 
Newspaper ll 
Newsletter 7 
Supervision 
Ad. Mar. 46%, 
PR Dir. 14 
Mar. of PR & Ad. 10 
President 7 
Sales Mar. 6 
Budget 
Advertising 62% 
Public relations 16 
Sales 7 
Sales prom. 6 
Method of Reproduction 
Letterpress 56% 
Offset 30 
Combination 10 
Rotogravure 4 


and finance, turned over to the more 
practical advertising department? 

Or is it simply a reflection of the 
fact that public relations, as a sepa- 
rate department with a_ separate 
budget, does not exist in many 
American companies? 


Frequency .. While there is con- 
siderable consistency in the kinds of 
format selected—with nearly 80% 
choosing a magazine style—there is 
no such uniform approach to fre 
quency of issue. Monthly, quarterly, 
and every other month, are almost 
equally favored, and cover about 
three-quarters of all externals. Only 
three publications come out less fre- 
quently than quarterly, and an 
equal number are issued twice a 
month. None of our sample is is- 
sued weekly. 


Outside services . . The majority 
of the external house 
produced internally, although a 
substantial percentage—almost 25°; 
-indicate that they purchase vir- 
tually the entire package from an 
outside The 
outside relied 


organs are 


source. most common 


source upon is the 


advertising agency followed by the 
public relations counsel. 

We asked whether the publica- 
tions used four specific outside serv- 


Other Duties of Editor 


None 27% 
Ad. Mar. 22 
Asst. Ad. Mar. 15 
PR & Ad. Mar. 7 
PR Dir. 4 
President 4 
Copywriter 3 
Ad planner 3 
Outside Services Bought 
Reproduction V8 Yo 
Photography 43 
Design 36 
Writing 19 
Source of Circulation List 
Company salesmen 327, 
Distributors 14 
Dealers 13 
Customer lists 13 
Requests 10 
Advertising Dept. 4 
Content 
General features 33%, 
Industry news 50 
Company news 49 
Product news 7 
General Purpose 
Public relations 70°, 
Sales promotion 70 
Product news ae 
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ahh. ENVELOPES . 


Does Your Window 
Envelope Pass the 


“Fingernail” Test? 


To make test—tear open window 
envelope and spread flaps. Try 
to get fingernail under window 
seal as illustrated. 


—— 


——. 
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Ordinary Window Tension Solid-Seal 


Left: An ordinary window envelope 
won't pass the test. Your fingernail 
snags the unglued outer edge and 
pushes it up. Result—real stuffing prob- 
lems when inserts snag on window! 


Right: Your fingernail won't loosen 
the window on a Tension Solid-Seal 
because the window seal is smoothly 
and completely glued to the very 
outer edge. And because no excess 
glue is exposed, the body of the 
envelope can’t stick together. No 
snags on meter equipment either. 


GED sear 
» SEAL 


Window Envelope Passes the 
“Fingernail” Test Every Time! 


Tension Solid-Seal Window En- 
velopes give you smooth, snag- 
free hand or machine stuffing. 
Cuts envelope waste. Helps pre- 
vent costly insert slowdowns. 


Available in stock sizes and 
styles. Cellophane and glassine 
windows. Cost no more than 
ordinary window envelopes. 


Send for Solid-Seal 
FREE SAMPLES 


Tension Envelope Corporation 
815 East 19th St. « Kansas City 8, Mo. 


Please send me Tension Solid-Seal En- 


velope Samples. No obligation, of 
course. 
Name Title 


Firm Name 
Address _ 


Zone State 
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FULL COLOR POST CARDS! 


Just look at these new low prices for top 
quality Crocker Mirro-Krome Adver- 





tising and Sales Promotion Cards — 
QUANTITY FIRST RUN 
(Size 34%4"x 514” with one picture) 
50M ....... $9.50/M 
100 M 8.50 /M 
MOTE ko 6 hes 7.30/M 


These Crocker Mirro-Krome sales pro- 
motion pieces have countless uses — 
direct mail, sample cards, point-of-sale. 
Write Crocker today to see how Mirro- 
Krome cards can build your business. 


H. S. CROCKER CO., INC. 


san Francisco, 720 Mission Chicago, 350 N. Clark 

I Angeles, 1151 W. 6th New York, 23 E. 26th 

Detroit, 16801 Wyoming Baltimore. St. Paul & 24th 
Dept. AR-1 


ie ee 4 
BUSINESS FOR OVER 25 YEARS 


TM ree hei Cy 
G3804 ewan t 
SERVICE 


Does IT FASTER! 


You can Count on wids.e LO MANGE your Cormprcle 
mailings — and be assured of prompt and ac- 
curate services 

Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 25 years — 


Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 


Call Wabash 2-8655 and Just Ask For Marie 


ga.LMCv Mi tu 


431 SoutH DEARBORN STREET 
CuHIcaco 5, ILL. WABASH 2-8655 
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ices: writing, photography, design, 
reproduction. As might have been 
predicted, reproduction was the one 
most frequently handled outside the 
issuing company. And while not im- 
mediately evident in the responses, 
it was clear from comments that a 
check mark against the word “re- 
production” in this questionnaire in- 
dicated that all printing was bought 
outside. This was not true in the 
other categories. 

Thus, the 71.3°% of the replies that 
indicated outside purchases of re- 
production indicates a far higher 
use of outside services than the 
42.99% who reported buying outside 
photography, the 35.7°% buying de- 
sign, or the 19.1% buying writing. 
The latter category might have been 
checked, for example, if the publi- 
cation bought only an occasional 
article from a free lance writer. 


Reproduction . . More than half 
the publications—56.5%, to be exact 
—indicated that they use letter- 
press, while 30.4°% specified offset. A 
combination of the two methods 
is used by 7.4%. A few of the 
publications with larger circulations 
use roto. Peculiarly enough, of the 
publications which claimed to do 
their own reproduction, 72% use 
letterpress, while offset is bought 
by 38° of those who went outside 
their own organization for this serv- 
ce. 


Distribution . . On the method of 
distribution, there is almost com- 
plete unanimity. Just about every- 
body relies on the United States 
Post Office. Nearly everybody 
88.7°.—mails copies directly from 
the home office, while a handful 
ask dealers or agents to handle the 
actual mailing of sections of the cir- 
culation. Occasional supplementary 
techniques are used: racks in the 
home office or in dealers’ offices or 
stores. These nonmail techniques 
are more often used by publications 
which are combination internal- 
externals. 





Circulation . . The one question 
which pulled the widest variety of 
answers started off simply enough. 
We wanted to know how the circu- 
lation list was prepared, and left 
four blanks to be checked: By dis- 
tributors, by dealers, by company 
salesmen, by subscription. There 
was also a space for write-in votes, 
and this proved most popular of all. 

To sum up, only 14.7% checked 
the company salesmen as the sole 
source of their lists, 2.9% each re- 
lied on distributors and on dealers, 
and the others were scattered 
among a wide variety of categories, 
individually and in combination. 
These included customer lists, clas- 
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sified phone directories, convention 
registration lists, direct mail list 
brokers, and just about every tech- 
nique that has been developed for 
collecting names. 


Contents . . In light of the ultimate 
purposes of these external pub- 
lications, what is contained in them? 
News about the company publish- 
ing the magazine, news about its 
industry, and general features get 
about equal recognition. The actual 
number of times each was men- 
tioned in responses was 49.1° 
50.5% and 53.4% respectively. Less 
than 10° of the responding pub- 
lications reported that they limit 
themselves to company or industry 
news only. A total of 14° reported 
that they use nothing but general 
features, but the chances are, from 
a study of the publications them- 
selves, that many of these have in- 
dustry or company connections, if 
not emphases. 


> These are statistical comments. As 
in so many surveys, a study of the 
results indicates that certain areas 
could, and should have been, ex- 
plored more thoroughly. To AR, 
this is just the beginning of a 
thorough examination of the ex- 
ternal publication, which will be 
followed with a good look at some 
of the more interesting examples 
of the breed, discussions of some 
of the problems that face all edi- 
tors of house organs, and probably 
further surveys covering, in depth, 
specific aspects of the subject. 

But for now, we would like to 
end this article with some purely 
personal comments, uttered as the 
result of looking at a wide variety 
of external publications. The sur- 
prising thing is that the journalistic 
level is high. Among the roster of 
house organs are some which can 
stand up with, in interest and taste, 
many general consumer magazines. 

Among those that come to mind 


Not too bad .. . if it wasn’t for the 


color being out of register .. . if it 
was the right color in the first place! 
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Sunoco Display in 5 Colors 
Size: 42” x 20” 


PLASTIC DISPLAYS 
~~ Fee Marlboro 


FACTORY ENGUNEERED * CON FILTRO 
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jENGINEERED, BUILT, INSPECTED BY CHRYSLER corPorarion i 
Chrysler Corporation Display 
Printed in 4 Colors 

Size: 20” x 12” 
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VERDADERO SABOR 
i0JO! CAJETILLA MARAV 
Philip Morris Display in 4 Colors 

Size: 9” x 13” 
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Wearever Display 
Printed in 5 Colors 
Size: 22” x 12” 
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Plastic displays did a fine sales job for these outstanding advertisers because 
they are printed in glorious full color process. Became part of window, ESSO 


NOT an unsightly appendage. So novel...so new...so valuable looking it received 
instant dealer acceptance because the clear see-thru plastic does not block out EXTRA 
daylight or obscure merchandise inside the window or store. USES...For stores, on = 
windows, doors and inside walls...as a mobile or a shelf-talker...on merchandise, | 
attached to appliances to sell at P.0.P....for gasoline pumps and outdoor truck Se a ete 
signs (our plastic is absolutely weatherproof). EXCLUSIVE FEATURES OF TRANSPLASTIX...Other types of plastic signs 

are unsightly because they wrinkle. This clear plastic is guaranteed not to warp or curl. In full color or monotone. Any pictorial 
copy illustrated perfectly. Sizes up to 40’x54”. Quantities from 200 to a million. ECONOMY... Instead of planning an 

old fashioned display with expensive mounting and shipping cartons, you can buy a Transplastix 


for less money, rolled in a tube and delivered with lower mailing cost. ullman 
Write for information: Pravure, 


319 McKIBBIN STREET, BROOKLYN 6, N. YY.» HYACINTH 7-3700 . 
A division of The Ullman Company, Inc... Established 1888 
FOREMOST PRINTERS: IN PHOTOGELATIN AND GRAVURE PROCESSES...SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 
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A PERIOD of 24 hours is all we 
need to print and mail 10,000 
newsletters. But when you're in 
a hurry . . . we print and mail 
these 10,000 newsletters the 


same day we receive copy! 


If you require speedy service for 
a news bulletin . . . for a special 


report . . . a multigraphed and 


filled-in letter . . . or a booklet— 
Mailograph can move quickly for 
you. Try us! 


MAILOGRAPH CO., INC. 
39 Water St., New York 4 


“Successful Direct Mail 
Production Since 1920.” 


BOwling Green 9-7777. 
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are Abbott’s What’s New, Standard 
Oil’s Lamp, Ford’s Times, U. S. 
Gypsum’s Popular Home _ (whose 
story will be told in detail in next 
month’s AR), Kaiser’s Alumination, 
Becco Chemical’s Echo, Iron & 
Steel Institute’s Steelways, and 
others which could be easily added. 


> The external house organ is a 
potent selling tool, and it gets its 
strength from its independence and 
its desire to be useful and/or in- 
teresting to its reader. It is a ma- 
jor undertaking, and should not be 
started without a great deal of 
thought on the part of the sponsor. 
Its audience, the peculiarities of 


its industry, its sales and public 
relations objectives must all be 
thought through. 

A new external publication has 
a hard row to hoe. Not only must 
it go through the throes of any new 
publication, finding its way to an 
editorial formula by the _heart- 
rending process of getting out one 
issue after another, but it must do 
so under the _ too-often-skeptical 
eye of management. A house organ 
is most frequently not a producer 
of immediate orders, but rather a 
builder of good will and of reputa- 
tion. It must be given time to 
achieve this standing and to per- 
form its assignment. a4 





Glittering Glimmicks 
Stimulate Mailers 


Need a fast, low-cost way to pep 
up your mailers? A variety of glim- 
mering, glittering, ey e-catching 
self-stickers are illustrated in a 
wallet-size folder from Allen Hol- 
lander Co., New York. 

Hollander calls the gold and 
silver foil stickers “Glimmicks” and 
stresses the folder’s cover state- 
ment, “There’s a Time and Place for 
Glimmicks,”’ by listing the advan- 
tages of the mail stimulators and 
offering suggested applications. 


. for more details circle 111, page 97 


Postcards Report 
Job Progress 


Jumbo postcards, 5x7”, are be- 
ing used by the Austin Co., Cleve- 
land, to keep its own employes, as 
well as other interested persons, 
aware of work in progress. 

One current series reports the 
status of work on the new building 
of the Cleveland Press. The face of 
the card illustrated shows the work 
as it looked on July 22. The next 
report was taken on August 20, and 
the copy, printed on the address 
side of the card, reported: “In the 
last 30 days, this project has really 


Postcard Report 
Picture mailers were 
used to keep staff 
ind friends up-to-date 


moved. We have increased our field 
force 50°,, built 60,000 sq. ft. of 
forms for concrete, put in place 
320,000 lbs. of steel reinforcing rods 
and poured 1,666 yds. of concrete- 
equivalent to a concrete floor 100 
ft. wide and 1,000 ft. long. 

“You are invited to come and see 
the job for yourself any time you 
are in Cleveland. The Lakefront 
Airport, shown in the upper right 
hand corner of the photograph, is 
only a stone’s throw away.” a4 


Two New Addressographs 
Introduced to Market 


The introduction of two new 
portable machines—for practical pa- 
perwork automation for small and 
large offices—has been announced 
by the Addressograph-Multigraph 
Corp., Cleveland. 

The first, “The Graphotype Class 
350.” is a compact Addressograph 
plate embossing machine designed 
to handle small volume require- 
ments. Not much larger than a 
standard office typewriter, the ma- 
chine is simple to operate and en- 
ables the user to put additions and 
changes into the file as soon as 
they occur. It is equally adaptable 
for conventional repetitive data 


plates, short message-writing plates, 

















SEND YOUR CATALOG 
AND 1°' CLASS LETTER 


TOGETHER IN 


CO ee 
THE, 2-COMPARTMENT a ated: 


—=-——_~s 


@ Envelope compartment is integral 
construction ... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices .. . No obligation! 
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ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12. ILL 





Want Information? News? 





Burrelle’s will supply clippings 
from daily and weekly newspa- 
pers — national, sectional or local 
— magazines, trade-papers, 
promptly. 






Est. 1888 


PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 









COLOR PRINTS 


Catalogue Sheets — $.25 ea. in 1 m lots 
As low as $.02 in 100 m lots 
FAST SERVICE on Color Postcards 

Skokie Colorgraph, Inc. 


ORchard 4-7400 


Morton Grove, Ill. 


Representatives Wanted 





BULLETINS 


if you use form letters in lots of 25 copies 
to 100,000, you'll want to see these clever, 
4-color, preprinted letter-sized forms that 
get ANY message off to a flying start; com- 





mand attention and respect! FREE cata- 
logue. Write to NATIONAL CREATIVE SALES, 
1030 Leggett Ave., New York 55, N. Y. 
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identification tags or 
cards. 

The second unit, “The Addresso- 
graph Class 200,” enables a small 
business to mechanize the writing 
of all types of repetitive data and 
a large business to extend the bene- 
fits of an Addressograph system to 
every department in the organiza- 
tion. Applications of this unit in- 
clude its use in payroll work, 
shipping, routing, manufacturing, 
billing, mailing, plus accounts re- 
ceivable and payable. 44 


plastic credit 


is Direct Mail Read? 
New Report Tells All 


The constant cries heard in the 
past that “direct mail is not read 
but thrown away,” may have been 
dealt a silencing blow with the re- 
lease of a new four-page folder 
from the Direct Mail Division, Mc- 
Graw-Hill Publishing Co., New 
York. 

The surveys featured in the fold- 
er were based on continuing read- 
ership studies by Dickie-Raymond, 
direct mail specialists. 

Copies of the folder are available. 


- for more details circle 112, page 97 


Both Label and Mailer 
Combined in One Card 


A new mailing card that contains 
a removable self-sticking label has 
been introduced by the Topflight 
Corp., York, Pa. 

Trademarked ‘Mail-O-Stix,” the 
card is made from a laminated stock 
with one of the layers having a 
pressure-sensitive adhesive on one 
side. The adhesive side is pressed 
on another piece of stock which has 
a special finish that permits easy 
release of the adhesive. 

Suggested applications of Mail-O- 
Stix include easy customer ref- 
erence for new or changed phone 
numbers, announcing new business 
ventures or new business locations. 

Additional details are available. 


. for more details circle 113, page 97 


ACME 
ADVERTISING CO. 
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your advertising dollar . 


to greater coverage? 


Here’s How -- 
PP 
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V post cards 
Walaa (te 

V brochures 
V catalogues 
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DEALER AIDS 


saves money while increasing coverage and 


results when you 


@ use the same plate work in creating 
Thatta tee TCs 2 


@ buy all your advertising materials 
as a complete unit 
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Write at once for your free copy of 
“Using Color Post Cards in Advertising”, 


samples, prices, and information 


CURT TEICH & CO., INC. 
1733 W. Irving Park Rd., CHICAGO 13, ILL. 


Firm 
Attn. of 
Street 


City 
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Exhibiting the Satellite 


On Washington’s famed Pennsyl- 
vania Avenue, just about half way 
between Capitol Hill and the White 
House, stands an exhibit and a cen- 
ter that is a monument to man’s 
ingenuity. This is the Vanguard 
Computing Center, a complicated 
network of electronic equipment 
that will be used to follow the 
paths of artificial satellites. 

This center is being operated by 
IBM, under a Navy contract, and 
from the windows that face the 
avenue, the brilliantly colored ma- 
chines, with their reels of tape and 
their blinking lights, are clearly 
visible. 


> With the Washington location a 
requirement, and with the obvious 
public interest in the satellite pro- 
gram, IBM decided to make the 
computing center a showplace, rath- 
er than tucking it away in some 
hidden loft. Part of the ground 
floor space was therefore reserved 


30 © Shows & Exhibits 


IBM has turned its Vanguard Computing Center, in 
Washington, into an exhibit that explains the 
International Geophysical Year and the role of the satellites. 


for an exhibit, open to the public, 
explaining the satellite program of 
this country and our part in the In- 
ternational Geophysical Year. The 
computers themselves form part of 
the background of this exhibit, 
which has already become one of 
the major tourist attractions in our 
nation’s capital. 

While IBM has the contract for 
doing the mathematical computation 
necessary to determine the orbits 
of the satellites, it is not the only 
company to be involved in the Van- 
guard Project. In order to present 
the full story of Vanguard, IBM had 
to go to the major contractors in 
the project. In addition to some 
very large corporations like the 
Martin Company and General Elec- 
tric, some participants are small 
and little known to the general pub- 
lic. In addition, government agen- 
cies, like the Naval Research Labo- 
ratory, are also invited. 

Over-all design responsibility for 


thea Aiagram iit nm ta indierate the 


the display was turned over to El- 
liot Noyes Associates, New Canaan, 
Conn., who had worked with IBM 
on a number of industrial design 
projects, and was thoroughly fa- 
miliar with the company approach. 


> One of the first steps was to ap- 
proach the 100 or so contractors who 
were working on the Vanguard op- 
eration, to see what they might have 
available to be incorporated in such 
a display. This search turned up 
some notable items. For example, 
the Naval Research Laboratory had 
prepared a full-size cutaway model 
of the 20” sphere. The Martin Co. 
had already had built, by Ivel Con- 
struction Corp., a scale model of the 
three-stage launching vehicle, as 
part of an earlier exhibit (See AR 
December, page 75). 

Other companies, without special 
exhibit items, were able to supply 
actual parts that went into the rock- 
et, or agreed to prepare special ex- 
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Passerby’s View . . . (opposite page) The open design permits 
the pedestrian to get a tempting look at the show as he 


passes, and extends an obvious welcome. 


hibits to fit the over-all design. 

The exhibit, as finally achieved by 
Mr. Noyes and his designers, was 
based on a series of structures built 
of square metal rods, painted white. 
These held table tops at various 
heights, explanatory placards, illu- 
minated transparencies, and pieces 
of equipment. 


> With the more complicated items 
set in island displays, so they may 
be examined easily from all sides, 
and the smaller and less compli- 
cated pieces against the walls, the 
whole exhibit has an open feeling. 
Major illumination is furnished by 
the fluorescent trough lights built 
into the ceiling, and which extend 
over the entire first floor to include 
the computer section as well as the 
display section. Additional lighting 
is used sparingly and for dramatic 
accents. 

Construction and installation of 
the exhibit was by Structural Dis- 
plays Co., Brooklyn. 


> One of the problems in showing 
smaller components was to give 
them meaning, both for themselves 
and in relation to the entire rocket. 
A particularly neat solution was de- 
vised for this. A number of exhibits, 
each featuring a single component, 
was banked against a wall, under 
a large illuminated transparency of 
the rocket in diagrammatic form. 
Each component had a small pan- 
el, slanted for easy reading, to it- 
self. Alongside the paragraph of 
specifications ran a panel, in which 
a diagram of the rocket ran in re- 
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Theme Panel . . . (above) Facing the door, illuminated trans- 
parencies outline the tasks of the Geophysical Year. 


Flexible Layout .. . (left) White vertical rods support island 
displays at most effective height, but do not dominate design. 





Working Exhibit . . . Part of the exhibit is the actual bank of 
computers, busily figuring out the orbits of satellites. 


on : 


Contributed Unit . . . Subcontractors of Project Vanguard 
furnished exhibits to explain their role. Produced by their own 


exhibit designers, the units met over-all specifications of 
IBM design. 
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Vanguard Booklet 
come’ booklet was given to each visitor. 


Official ‘’wel- 


verse. Above it was a button, clear- 
ly labeled “push.” When the visitor 
did as he was told, a light behind 










How’s Your Exhibit 
Quotient? 





The following list, prepared by 
Gardner Displays, Pittsburgh, will 
help you evaluate your own prac- 
tices in exhibit planning. If you 


can answer “yes” to these ques- 







tions, your exhibit program should 
prove most effective. 


l. program 
planned in advance for at least a 
one-year period? 








Is your exhibit 















2. Do you study show attendance 
in relation to your company’s mar- 
kets before you decide what shows 
to enter? 


3. Do you budget all costs relating 
to show participation either as part 
of your advertising expense or in 
a special category? 





1. Do you consider design and con- 
struction costs of exhibits in rela- 
tion to total costs and to desired 
results? 








5. When your show 
determined, do you 


schedule is 











discuss the 
whole program with your exhibit 
designer? 


6. Do you plan exhibits for all re- 
lated shows at one time? 





7. Are your exhibits aimed specif- 


ically at the most important groups 
of show visitors? 


8. Do your exhibits tie in with 
your over-all advertising and mar- 
keting program? 












9. Is the literature offered or dis- 
tributed at your exhibits specifi- 
cally planned to tie in with the ob- 
jectives of your exhibit? 
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the diagram lit up to indicate the 
position of that component in the 
rocket itself. 


> Attendance is now running about 
200 or 300 a day, plus special group 
visits which are arranged in ad- 
vance. Special guides are provided 
for these. Most often these are 
school groups of 25 or so children, 
and as many as three a day. 

While the exhibit was planned 
and installed before Sputnik I was 
launched, the event did not upset 
the exhibit planners. The whole in- 
stallation was gone over with a fine 
tooth comb and considerable con- 
cern, but much to the relief of 
IBM, only one revision proved nec- 
essary—the track of the motion 
picture had to be revised to elimi- 
nate a reference to the “first” sat- 
ellite. 44 


Folder Shows Details 
Of Suitcase Exhibit 


Details on a one-man exhibit that 
packs in a suitcase are available in 
an illustrated folder from The Dis- 
players Inc., New York. 

Trademarked “The  Pitchman,” 
the ingenious exhibit is an up-to- 
date version of the old and success- 
ful sidewalk case. 


The unit is designed to hold a 
complete exhibit in an_ easy-to- 
carry case, and sets up quickly 


without the use of tools. It can be 
illuminated by simply plugging 
its light cord into the wall, and once 
the products are arranged, the 
salesman is ready to give his pitch 
as quickly as the oldtime pitchman. 

Illustrations in the folder show 
the Pitchman ready for travel, 
opened and set up plus some typi- 
cal applications industry has made 
of the new display. 


- for more details circle 108, page 97 


Folder Gives Details 
On Masonite Peg Board 


A folder giving specification de- 
tails and complete retail prices on 
Masonite Peg-Board as fixtures is 
available from the Masonite Corp., 
Bellwood, III. 

Illustrations of each type of fix- 
ture are included in the Masonite 
catalog plus information on size, 
weight and packaging in addition to 
standard and thrift-pack prices. 

The back cover of the catalog 
covers buying information, includ- 
ing freight allowances, terms of pay- 
ment, stopover charges, etc. 

. for more details circle 109, page 97 


This insert is a sample 


Gypsum Shows New 
Expanded Metal Designs 


Four new patterns developed for 
expanded metals are shown in a 
brochure from United States Gyp- 
sum Co., Chicago. 

Entitled “The Shape of Things to 
Come,” the brochure discusses the 
part mesh materials can play in de- 
sign and illustrates some suggested 
applications for it in furniture con- 
struction, and from which the ex- 
hibit designer might develop some 
interesting ideas. 


- for more details circle 110, page 97 


Exhibit Visibility Plus 
Achieved by Plexiglas 


Clear exhibit viewing becomes an 
all-around matter with the devel- 
opment of a new mounting tech- 
nique involving the use of Plexi- 
glas, a product of Rohm & Haas Co., 
Philadelphia. 

The technique consists of mount- 
ing exhibit items by tiny screw 
hooks on single sheets of trans- 
parent Plexiglas acrylic plastic. The 
mounting panels are set vertically 
in the center of narrow display 
cases thus enabling a clear view of 
the exhibit from all angles. 

The Plexiglas material can be 
used in varying thicknesses de- 
pending upon the object to be dis- 
played, and additional Plexiglas ad- 
vantages, cited by the company, in- 
clude easy drilling for hook sup- 
ports, light weight, and breakage- 
resistance. 44 





1 
Two-Sided Viewing . . 


. In this display, 
built and designed at the Metropolitan 
Museum of Art, New York, mounting on 


Plexiglas permits inspection of both 


sides of the weapons. 
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Annual Popularity Contest 


Choosing the best-looking new calendar is a pleasant and familiar 
event all over America. Once on the wall, the calendar has a selling 
career that lasts a vear. Although there is no accounting for different 


— 2, 
tastes, successful calendars owe much of their popularity to exciting, xford | cf )¢ 1S 


full-color reproduction. And in this, paper plays a leading role. 
Oxford Papers are used by the best printers and lithographers. L lol Lidl alts 
There are 25 different grades for color reproduction. For helpful 


advice on papers for color printing, call your nearby Oxford Mer- 


chant or write our nearest office. OXFORD 
< 
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OXFORD PAPER COMPANY PND AES, 
230 Park Avenue, New York 17 ® 35 East Wacker Drive, Chicago 1 | IIE 


PRINTING PAPERS FOR BOOKS, MAGAZINES, COMMERCIAL PRINTING, BUSINESS FORMS AND PACKAGING 
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of the offset results 


Nation-wide Service 


you can get on 
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Fenwick Opaque Offset 


OXFORD PAPER COMPANY 


RUMFORD, MAINE * WEST CARROLLTON, OHIO 





Fenwick OPAQUE OFFSET is a new Oxtord Paper 
expressly made to meet today’s more exacting requirements 
for tull-color offset reproduction. It is a premium quality 
paper, noticeably higher in brightness and opacity than stand- 
ard offset papers. It also embodies other qualities including 
dimensional stability, uniform ink receptivity and high bond, 
that are necessary to insure Optimum printing results and 
economical performance on modern high-speed, precision off 
set presses. Available in either smooth or vellum finish. 


WESCAR OFFSET and RANGELEY OFFSET (companion grades manu- 
lactured at the West Carrollton and Rumtord Mills, respectively) are 
bright, white papers of high opacity, exceptional strength and_= ink 
receptivity. They have excellent bond and are free from lint and fuzz. 
Designed to insure maximum performance at high speeds, they are rec- 
ommended tor fine reproduction of halftones and multicolor process 
work. Wescar and Rangeley Offsets, white, are available in both smooth 
and vellum finish. Wescar Offset, vellum finish, is also available in eight 
distinctive tints — ivory, canary, French gray, tan, green, blue, pink, and 
gold Nn vellow. 


WESCAR SATIN PLATE OFFSET is @ filim-coated (pigmented) paper of 


Through 


Albany, N. Y. . 
Asheville, N.C. . 
Atlanta, Ga. 
Augusta, Maine 
Baltimore, Md 
Bethlehem, Pa. 
Boise, Idaho 
Boston, Mass. 
Buffalo, N. Y. 
Charlotte, N.C. . 
Chicago, Ill 


Cincinnati, Ohio 


Cleveland, Ohio 
Dallas, Texas 
Dayton, Ohio 

Des Moines, Iowa 
Detroit, Mich. . 
Fresno, Calif. 
Gastonia,N.C. . . 
Grand Rapids, Mich 
Hartford, Conn. 


High Point, N.C 

Indianapolis, Ind. . 
Kalamazoo, Mich. 
Kansas City, Mo. 


Knoxville, Tenn. 
Little Rock, Ark. 
Long Beach, Calif 
Los Angeles, Calif 
Louisville, Ky. 


Manchester, N. H. 
Memphis, Tenn. . 
Milwaukee, Wis. 


Minneapolis, Minn 
Nashville, Tenn 
Newark, N. J 

New Haven, Conn. 
New Orleans, La 
New York, N. ¥ 


Oakland, Calif 
Omaha, Neb 
Pawtucket, R. I 
Philadelphia, Pa 


Phoenix, Ariz. 
Pittsburgh, Pa. 


Portland, Maine 
Portland, Oregon 
Reno, Nevada 
Richmond, Va. 
Rochester, N. Y. . 
Sacramento, Calif. 
St. Louis, Mo. 


Oxford Merchants 


W. H. Smith Paper Corp. 

: Henley Paper Co. 

‘ Wyant & Sons Paper Co. 
Carter Rice Storrs & Bement 

i The Madge Paper Co 
Wilcox-Walter-Furlong Paper Co. 
Blake, Moffitt & Towne 

Carter Rice Storrs & Bement 
Franklin-Cowan Paper Co. 
Henley Paper Co. 
Bermingham & Prosser Co. 
Bradner, Smith & Co. 
Marquette Paper Corporation 
Midland Paper Company 

The Whitaker Paper Co. 

The Johnston Paper Co. 

The Whitaker Paper Co. 

The Cleveland Paper Co. 

. . Graham Paper Co. 

The Whitaker Paper Co. 
Bermingham & Prosser Co. 
Chope-Stevens Paper Co. 
Blake, Moffitt & Towne 
Henley Paper Co. 

; Carpenter Paper Co. 
Green & Low Paper Co., Inc. 
Carter Rice Storrs & Bement 
Henley Paper Co. 

MacCollum Paper Co. 
Bermingham & Prosser Co. 
Bermingham & Prosser Co. 
Graham Paper Co. 

Louisville Paper Co. 

; Roach Paper Co. 
Blake, Moffitt & Towne 

Blake, Moffitt & Towne 
Graham Paper Co. 

Louisville Paper Co. 
C. H. Robinson Co. 

Louisville Paper Co 
Allman-Christiansen Paper Co. 
Sensenbrenner Paper Co. 
Wilcox-Mosher-Leffholm Co 
Graham Paper Co 

Bulkley, Dunton & Co., Inc 
Carter Rice Storrs & Bement 
Graham Paper Co 
Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc 
Green & Low Paper Co., Inc. 
Kennelly Paper Co., Inc 

The Whitaker Paper Co 
Blake, Moffitt & Towne 

; Western Paper Co 
Carter Rice Storrs & Bement 
Atlantic Paper Co 
Wilcox-Walter-Furlong Paper Co 
Blake, Moffitt & Towne 
Brubaker Paper Co. 

General Paper Corp 
C. H. Robinson Co. 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Cauthorne Paper Co. 
Genesee Valley Paper Co. 
Blake, Moffitt & Towne 
Bermingham & Prosser Co 
Graham Paper Co 
Shaughnessy-Kniep-Hawe Paper Co 
Tobey Fine Papers, Inc 


high brightness and opacity with a dull satin finish. Designed for black San Bernardino, Calif. . . . Blake, Moffitt & Towne 
and white or multicolor offset printing, it gives soft, pleasing results in San Diego, Calif. . . . . - Blake, Moffitt & Towne 
al | ; z ue basi San Francisco, Calif. . . . . Blake, Moffitt & Towne 
clear Getan through a maximum range of tone gradations. San Jose, Calif. . . . . . . Blake, Moffitt & Towne 
WESCAR GLOSS PLATE OFFSET @ companion sheet to Wescar Satin a * + + +s 


Bermingham & Prosser Co 
Blake, Moffitt & Towne 
Carter Rice Storrs & Bement 
Mill Brand Papers 

Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Paper Merchants, Inc 
Blake, Moffitt & Towne 
John Floyd Paper Company 
Wichita Paper Co., Inc 
Carter Rice Storrs & Bement 
The Mudge Paper Co. 


South Bend, Ind. 
Spokane, Wash. 
Springfield, Mass. 


Plate, is also manufactured with a pigmented coating film, polished to 
a high gloss finish. It lends luster and detail to offset printing in either 
black and white or multicolor. ; 
Stockton, Calif 
Tacoma, Wash. 
Toledo, Ohio 
Tucson, Ariz... . . 
Washington, D. C. 
Wichita, Kansas . 
Worcester, Mass. 
York, Pa. 


TWO VALUABLE AIDS: (/) Jie OXFORD PAPER SELECTOR CHART helps you select the 
right grade of paper for each job. (2) The OXFORD PAPER COST CALCULATOR quick 
gives the exact cost per 1000 sheets for common weights and sizes of printing papers. 
Ask your nearby Oxford Merchant or write us direct. 


OXFORD PAPER COMPANY 


230 Park Avenue, New York 17 % 35 East Wacker Drive, Chicago 1 


PRINTING PAPERS FOR BOOKS, MAGAZINES, COMMERCIAL PRINTING, BUSINESS FORMS AND PACKAGING 





Of all the “ingredients” that go into any piece of 
printed advertising, the most tangible is paper. Yet 
this all important element is frequently the one item 
given the least and last consideration. 

Too few admen have completely analyzed the 
things which can be accomplished through careful 
paper selection for every job. 

Paper can do almost anything to any job. It can 
echo the mood of the printed piece or it can combat 
it. It can make a photograph look like the proverbial 
million bucks or it can ruin it. 

Paper can be restful on the eyes or it can actually 
cause headaches. And since volumes could be writ- 
ten—have been written—about printing papers, let’s 
settle for the simple fact that there’s a paper for 
every process, every job, every objective. 


>» There are many excellent papers made by many 
excellent mills. The vast variety of stocks available 
makes the task of selecting the right one a problem 


A Basie Guide 


for 


Paper Buyers 


@ Questions to ask when selecting a stock 

@ A list of most commonly used types of paper 
@ How to select “grain” direction 

@ Determining the proper sheet size 


@ Eight important paper buying charts 


deserving as much time as is given to any other 
element of the job from ideas, copy and art to type, 
plates and printing. 

Fortunately, the requirements of each printed 
piece will automatically eliminate many types of 
paper. Here are a few questions that may help in 
selection of the kind of paper: 


© What process is to be used? . . . Generally speak- 
ing, papers for offset lithography are made different- 
ly from those designed for letterpress. 


© What kind of printed piece is it? .. . If it is most- 
ly composed of text matter, an antique book paper 
will probably be selected. But if it is for general pro- 
motional work, and will be used for halftones, then a 
machine coated sheet would be better if the job is to 
be printed by letterpress. 


e Is weight a factor? ... Many times a considerable 
saving in postage can be made in large runs by using 


e ¢ ¢ This article is the first in a monthly series of bonus features for AR 
readers. It represents what we believe to be the most comprehensive guide 
to effective paper buying ever published in an advertising magazine. Ma- 
terial for this feature was selected from seven articles on paper buying pub- 
lished in AR during its first five years ... and supplemented with additional 
material from our extensive reference files on paper. The manuscript was 
sent to over 50 of the nation’s leading experts on printing papers for final 
editing. For additional details on this series, see ““The Editor’s Notebook.” 
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voure wwoces vy VOU DOOkshelf 


YOU'RE JUDGED BY YOUr 


When the books 


they can quickly find out about your interests and 


visitors glance at you own. 


hobbies, judge your taste and vour character. 

Your prospects, too, quickly judge the charac- 
of vour Sparkling 
booklets and well-printed brochures mark your 


that 


ter company by vour printing. 


company as one pays careful attention to 


details a trustworthy company, good to do 
business with 
One important factor in fine printing is the 


printing paper you choose. Proper printing papers 
colorful, whites whiter. 


Booklets with these ad- 


help make colors more 


contrasts more dramatic. 
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printing 


vantages stay on the job longer, making friends 


for you and adaa more profits 


Have a GOOD printer do the job. -\ good 
inter knows how to get the fine results you want. 

‘all him in at the start of your next job. His coop- 
the 
Chances are he’ 


eration can selling 


ll select 
Warren’s High Standard Printing Paper for your 
job. He 
and can be trusted to heighten the quality of your 
printing. S. D. We SO Broad Street, 
Boston 1, Massach 


Save vou money, increa se 


impact of your printing. 
knows that Warren’s papers are superior 


arren Company, 


“setts. 





arren Ss printing papers 


makea 
good impression 





Guide for Paper Buyers 


a lightweight sheet. Some types and brands of pa- 
pers have definite advantages over others in cer- 
tain weights. In lightweight stocks, for example, 
opacity is tremendously important. 


@ Will the job be folded? . . . Since most printed 
pieces are folded, the paper selected must rate high 
on this point, unless the job is to be scored. 


© How much paper is involved? . .. While cost is 
not a major factor in small runs, it can account for 
as much as 50% of the total cost of such jobs as 
big publications with enormous press runs. A care- 
ful analysis of all suitable stocks can frequently re- 
sult in vast savings. 


® What is the mood to be created? . . . Some papers 
whisper softly of music and candlelight while others 
help create a circus atmosphere; some breathe ele- 
gance, others speak of economy. If your job is aimed 
at creating some special mood, it is important to 
select a paper which will help do this job. 


© How will the piece be used? . . . There is a vast 
difference in papers suitable for fast, one-time read- 
ing and those which fit a job which will be frequent- 


ly folded and unfolded; handled by greasy or dirty 
hands; hung on walls for months at a time, etc. 


© What finishing processes will be required? . . . If 
a job is to be stapled, punched, die-cut, varnished, 
sewed, glued or handled by any of the hundreds of 
special processes used to finish a printed job, it is 
important to select a stock which is adaptable to 
such handling. 


® What colors are required? . Not all papers 
come in the same range of colors. If a specific color 


—even a special “shade” of white—is desired, the 
choice may be limited. 


@ What is the size of the finished job? . . . There are 
different standard sheet sizes for different kinds of 
paper. If economy is a factor, it is important to 
select a stock from which your job can be cut with 
as little waste as possible. In this regard, it is im- 
portant to know the paper size limitations of the 
presses on which the job is to be printed. 


e Is it necessary to “match” papers? . . . Perhaps 
you're planning to use one stock for the cover of 
your job and another for the remainder. If it is im- 


AMOUNT OF PAPER REQUIRED 


Broadsides and Folders 


Sheets required 
out of for 1,000 copies 
45 500 
44 500 
44 500 
42 500 
38 500 
45 250 
44 250 
44 250 
42 250 
38 250 
45 125 
44 125 
44 125 
42 125 
38 125 
45 63 
44 63 
44 63 
42 63 
38 63 
45 32 
44 32 
44 32 
42 Sa 
38 $2 


Flat Size 
2242 
22 
22 
21 
19 
17% 
16 
14 
14 
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NOTE: The above figures are net requirements of 
paper with no allowance for spoilage. For broadsides 
and folders, they are based on the assumption that 
no trim is required; for booklets, catalogs and en- 
velope enclosures, trim area is included. No al- 
lowance is made for bleed 


Booklets — Catalogs 


Sheets required for 1,000 copies 
Trimmed Size Cuts out of 8-pages 16-pages 32-pages 


9% 12¥% 38 50 250 500 1000 
82 1] Jo x 45 250 500 1000 
7% 10% 32 x 44 250 500 1000 
6 9Ve 25 x 38 250 500 1000 
52 82 35 x 45 125 250 500 
5% 7 ¥e 32 44 ine 250 500 
4 9¥ 38 50 84 167 334 
4V2 6 29 38 125 250 500 
4% 5% 39 45 63 125 250 
3% 3 ¥e 32 44 63 125 250 


x 
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Sheets re- 
quired for 
Cuts out of 1,000 copies 


4-pages 342 x 6% 28 x 44 42 
4-pages 3 x 6% 25 x 30 42 
x 
x 


Envelope Enclosures 


6-pages 3Y% 6%, 28 x 44 63 
6-pages 3 6 Zo x 3S 63 


Envelope Requirements 


PAGE SIZE STANDARD 

TRIMMED ENVELOPE SIZE 

3¥e x 64%’ 642" (No. 634 Commercial 

6" / 62" (No. 3 Booklet 

e 8 Ve" No 5 Booklet 

x 82" iis (No. 1 Catalog 

> i 9¥2"" (No. 134 Catalog 
10” 1042" (No. 6 Catalog 

x 10%" 11%” (No. 8 Catalog) 

ee Zz (No. 10% Catalog 
ia 124%" (No. 12% Catalog 
14’ 11Y%x 14%" (No. 14% Catalog 
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FINCHLEY AT WAIKIKI 





“Dear Boss: I’m beginning to get the swing of things...” 


wm Avona O-on-on! From hohum to hula. Just because 
Finchley told the boss how Consolidated Enamel Printing 
Papers cut printing costs without sacrificing quality. 


Seriously, Consolidated Enamels frequently save as much 
as 20% compared to other enamel papers of equal quality. 
That’s because the modern papermaking method pioneered 
by Consolidated eliminates several costly manufacturing 
steps—but none of the fine quality. 

Be a Fincutey! Let your printer make a comparison test 
with free trial sheets supplied by your Consolidated Paper 
Merchant. Then send the results to the boss along with a 
Waikiki travel folder. Never can tell! 


Available only through your Consolidated Paper Merchant 


36 °¢ ar +« January 1958 


onsolidated 
ENAMEL PRINTING PAPERS 
a complete line for offset and letterpress printing 


CONSOLIDATED WATER POWER AND PAPER COMPANY 
SALES OFFICES: 135 SOUTH LA SALLE ST. e CHICAGO GS, ILL. 





Guide for Paper Buyers 


portant to match them accurately, for either texture © Coated Offset . . . for lithographing, for gloss ink 
or color, you must select the papers very carefully. letterpress printing, overprint, spirit varnishing, 


screen process, embossing and debossing. 
© How soon do you need the paper? . . . Don’t just - 


assume that because the stock you plan on using 
is a “standard” item it is always instantly available 
in the size, weight, color and quantity you require. 
Before going ahead and making a definite decision 

on the paper you need, be sure to check with your Equivalent Weights 

local sources of supply to determine its availability. OF VARIOUS TYPES OF PAPER 


@ Will another paper work just as well? .. . Okay, IN REAMS OF 500 SHEETS 
now you've decided on just what paper is needed. EQUIVALENTS BOOK BOND COVER BRISTOL INDEX | 
But the task of paper selection is not necessarily —=— Ss eae eee 
ended. A comparison of similar stocks may reveal 

30 25 16 
that you can get the same results with another pa- 40 33 21 
per which can save you money. 45 37 24 


50 41 27 
© Can the paper supplier fill the order? . . . Even 55 46 29 


after you've made a final decision, you must still 60 50 32 
check another point. It is not unusual for an artist a = 
to create, an art director to approve and a printer 75 62 40 
to accept a job which demands a piece of paper that 80 66 43 
a mill cannot make as described. So it is important 90 75 48 
to know the minimum and maximum requirements a = 53 
of a mill source for any deviation from a completely ee se te 

“standard” item. 


Cotton Content Bond 
e Full Cockle . . . for printing line engravings and 


33 27 
As must be pretty obvious from the above check- : 4 
points, it is extremely important to work carefully 61 51 
with your printer and paper supplier in the planning 7\ 59 
of any printed advertising piece. Frequently, a paper a = 
salesman is one of the best sources for production 102 89 
know-how and it is only the most incompetent pa- ——— a —- 
per man who can’t recite dozens of case histories 46 38 
where he has been able to save an advertiser hun- 64 53 
dreds of dollars and plenty of headaches by being 73 61 
: : ‘ : 91 76 
called in during the planning stages of important 


100 83 
printing jobs. 110 91 


119 98 
> While there are thousands of different kinds of 146 a 
paper, the more commonly used stocks include the ans a 
following. (In the following list, “printing” refers ———-—- — —__—___ 
to letterpress printing and where screen limitations 133 110 
for halftone printing are indicated, it is likely that 151 125 
much finer screens can be used if the paper is suit- Bristol '|8! 150 


1 
able for lithography.) a 208 129 
27) ; 107 225 145 


Bristol 
e Antique Vellum .. . for printing line engravings 110 43 60 91 582 
and type, lithographing, thermography, steel-die en- — = i a a 
gravings, intaglio, screen process, embossing and de- 208 82 114 172 1] 
bossing. 
e Plate .. . for printing up to 120-screen halftones 
(not all plate finish bristols will handle fine screens, The above table shows standard basis weights and 
however), line engravings and type, for lithograph- indicates what those weights become when trans- 
ing, thermography, steel-die engravings, type, screen lated from one basis to another basis. For example, 


ood dle a reference to the Writing or Bond shows that 24- 
process, embossing an edossing. pound Bond is the equivalent of a 60-pound Book 
® Coated ... for printing up to 133-screen half- paper, a 33-pound Cover and a 33-pound Index 


tones, line engravings, type, screen process, emboss- paper. 
ing and debossing. 
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type, thermography, steel-die engravings, intaglio, 
screen process, embossing and debossing. 

@ Medium Cockle . for lithographing, printing 
line engravings and type, thermography, steel-die 
engravings, screen process, embossing and debossing. 
e Flat ... for lithographing, printing line engravings 
and type, thermography, steel-die engravings, in- 
taglio, screen process, embossing and debossing. 


Sulphite Bond* 

(*Now frequently known as “Chemical Wood Fiber 
Bond.’’) 

© Smooth Wove ... for printing line engravings and 
type, lithographing, thermography, steel-die en- 
gravings and intaglio. 

@ Embossed . for printing line engravings and 
type, lithographing, thermography, steel-die en- 
gravings and intaglio. 


Offset 
@ Regular Wove and Vellum* .. . for lithographing, 
for printing line engravings and type, and gravure. 
(*Some printers indicate they use smooth finish 
offset papers for printing 120-screen letterpress half- 
tones. ) 
e Pigmented ... for lithographing, for printing 120- 
screen halftones, line engravings and type. 
e Super ... for lithographing, for printing up to 
120-screen halftones, line engravings and type. 
® Coated ... for lithographing, for gloss ink letter- 
press printing, overprint and spirit varnishing. 
@ Machine Finish . . . for lithographing, for printing 
up to 100-screen halftones, line engravings and type. 
@ Embossed Patterns ... for lithographing, for 
printing line engravings and type. 
e Litho Coated .. . for lithographing, for printing 
up to 133-screen halftones, line engravings and type. 
(Varnish quality litho grades are recommended for 
gloss ink letterpress printing, overprint, and spirit 
varnishing. ) 
@ Litho mf. (hard-sized m.f.) .. . for lithographing, 
for printing line engravings and type. 
@ Litho Super (hard-sized) . for lithographing, 
for printing line engravings and type. 


Cover 
e Antique ... for printing line engravings and type, 
for lithographing, for die-stamping and embossing. 
e Plate ... for printing up to 120-screen halftones 


(not all plate finish covers will handle fine screen 
halftones, however), line engravings and type, for 
lithographing, for die-stamping and embossing. 

@ Embossed Patterns* for printing line en- 
gravings and type, for lithographing, for die-stamp- 
ing and embossing. (*Such as ripple, linen, leather, 
handmade, woodgrain, etc.) 

@ Simulated Leather ... for printing line engravings 
and type, for die-stamping and embossing. 

© Coated . for printing up to 133-screen half- 
tones, line engravings and type, for embossing. 
(Some grades are recommended for gloss inks and 
spirit varnishing.) 
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© Double-Coated ... for printing up to 150-screen 
halftones, line engravings, type, lithographing, em- 
bossing and debossing. (Particularly useful for spiral 
and plastic binding.) 

© Coated Offset . . . for lithographing, for gloss ink 


Comparison of Cost of Standard 
Sizes and Special Sizes 


Book Papers — 2,000 to 5,000 pounds 


The differential for special sizes in lots of 2,000 
to 5,000 pounds is 10%. In many cases the adding 
of this differential makes a special size order cost 
more than the same number of sheets in the next 
larger standard size. Often, therefore, it is cheaper 
to order the next larger standard size 

The following table will be of help te 


arriving at the advantageous size to buy 


Standard 38 x 50 


If you require a special size in between these 
two, buy 38 x 50. For example: 36!/, x 48!/2 with 
the 10% differential added will cost more than 
38 x 50. 


Standard 36 x 48 


The standard size 36 x 48 is cheaper thar 


tial size 35!/, x 45) 


Standard 35 x 45 


ag 9 AA} 
If you need 32!/, x 441 


the same price or slightly less 
Standard 32 x 44 


If vou require as ail eten OC) a @4>4 “ 
you require a specidi s1ze 49 X 44 you nm £ 

Q9 AA far ~ — ~~ 90} - AA saet hl 

32 x 44 for the ime price 291/ X 44 wlll 


more than 32 x 44 
Standard 28 x 44 
The 28 x 44 is cheaper than 


} 90 5 
10Wn to tne next standard 26 X 4Z 


Standard 28 x 42 


> 


money 


Standard 26 x 40 


Any special size in between 26 x 40 and 25 x < 
} 4 ry | 

will cost more than 26 x 40. Buy 26 x 40 
Iving 


Standard 25 x 38 


Buy the 25 x 38 size as more economl 1 twnar 


my size in between these two 
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LEADING THEZ 


bd 


‘<9 brightest colors 


Nekoosa Papers now have the whitest 
white ...and the brightest colors. The 
built-in quality that has made Nekoosa a 
leader in the industry continues to 
assure top press performance and 
customer-pleasing appearance. 


%. 


olay. 


g Ledger @ Nekoosa Duplicator « Nekoosa Mimeo « 
gx @ Nekoosa Master-Lucent e ARDOR R 


OMPANY 
RDS, WISCG 
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letterpress printing, overprint and spirit varnishing; 
for embossing. 


Text 

e Antique Wove and Laid ... for printing line en- 
gravings and type, for lithographing, for verkotyping, 
for steel-die engraving and gravure. 

@ Felt Finish . . . for printing up to 120-screen half- 
tones, line engravings and type, for lithographing, 
for verkotyping, for steel-die engravings and 
gravure. 


Book 
® Double-Coated . . . for printing halftones up to 
150-screen, for line engravings and type. Some 
grades for gloss ink letterpress printing, overprint 
and spirit varnishing. 
® Single-Coated for printing halftones up to 
133-screen, for line engravings and type. Some 


grades for gloss ink letterpress printing or varnish- 
ing. 


SOME TIMELY TIPS WHEN WRITING 


@ Indicate clearly 
(] speed of press 
[] exact roll width 
[] minimum and maxi- 
mum diameter 
_] machine roll 
-}] rewound roll 
wire side out 
felt side out 


one color 
two colors 
three colors 
four colors 
one side of sheet 
both sides of sheet 
directional 


jOoOoo00 


r 
L 


] 


ITTOWS 


)O 


on wrappers of 

for letterpress 

for lithography 

[) for gravure 

@ Core specifications 
[] inside diameter 


large rolls 


JOO! 


width of slots 


JO 


C] fiber [] metal [] not slotted 
_) returnable [) slots in juxtaposi- 
‘} non-returnable tion 
C] slotted 

@ Be sure to insist upon high-quality hard rolls 
C] tight wound [] minimum of splices 
[] even wound —indicate how 
C) free from slitter dust many splices-per- 
[] load on side roll are acceptable 
[} on end [] flag splices 
[] on skids 


® Be sure to indicate weight of paper as maximum 
—not to do so cheats you of yardage 

@ Caution—remember weight of roll includes out- 
side wrapper and non-returnable core. Weight 
of returnable core is not charged 

@ Remember, you are billed for gross weight of 
roll—paper, wrapping and non-returnable core 
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© Machine Coated ... for printing halftones up to 
133-screen, for line engravings and type. Some 
grades for gloss ink letterpress printing or varnish- 
ing. 

@ Super ... for printing halftones up to 120-screen, 
for line engravings and type. 

@ English Finish . . . for printing halftones up to 
110-screen, for line engravings and type. 

e Antique Wove (eggshell) . . . for printing line en- 
gravings and type, lithography, intaglio. 


© Antique Laid ... for printing line engravings and 
type. 

Blank 
® Single-Coated .. . for printing up to 120-screen 
halftones, line engravings and type, for silk screen. 
® Double Coated .. . for printing up to 133-screen 


halftones, line engravings and type, for gloss ink 
letterpress printing, overprint and spirit varnishing, 
for silk screen. 

© Offset Coated . . . for lithographing, for gloss ink 


ORDERS FOR PAPER IN ROLLS 


@ When estimating, be sure to allow for spoilage 
Most operators say SY, 
weight 


covers loss of 


paper 

@ Be sure to instruct supplier to number and show 
weight of each roll on outside wrapper and on 
shipping and billing papers 

™@ Be sure to indicate when printing is to be pro- 
duced with heat-set or other special inks. Ex- 
treme care is given the “pick” factor, and splices 
are properly treated for processing 


Arithmetic Help 


Here is an approved method of figuring the ap- 
proximate weight of paper in rolls 

Example: To determine the weight of a roll of 
bond paper that is 30 inches in diameter and 12 


inches wide: square the diameter, 30 X 30 900 
multiply by the width, 900 x 12 10,800; multiply 
by the factor .027, 10,800 x 027 = 291.6 


Answer: 291.6 pounds 


These are the factors to use to help you deter- 


most purchased in rolls 
chine finish, English 
writing, manifold, 
coated two sides 


antique finish, .018; ma 
finish, offset, bond 
onion skin, .027; super, .030 
034; coated one side, .030. These 
average among paper manufacturers—ay 


} 


ply for all weights 


ledger 


lactors 


For any given 


will bulk less 


jiameter, lighter weight paper: 


More of it, therefore, will be 


JTTO 
on a roll 
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SEND YOUR SALES MESSAGES 
ON SORG BLOTTINGS 


Because a blotter is always well 
received and lingers longer on a 
prospect's desk, leading manu- 
facturers make it a standard ad 
vertising piece. Write for the 
Sorg Blotting Sampler of out 
standing blotters. 





Ste ws pat orf 








with SORG’s 


White or Cream 
SORE 


When the printed piece ealls for a combination 
of beauty and strength in the paper used, the right choice is 
always SORENX. 





Whether your selection is the crisp, brilliant. blue-white WHITE 
SOREX, or the luxurious soft-toned, creamy CREAM SOREX, 
you are assured of perfect printing results... and of a printed 
piece that will stand the wear and tear of mailing or repeated 
handling and keep its just-off-the-press freshness. 


Both Cream and White SOREX offer an excellent printing sur- 
face that gives perfect reproduction to your finest printing by 
either offset or letterpress. Specify SOREX for that next extra- 
special advertising piece or for use as a document envelope where 
strength and long-wearing qualities are deciding factors. Ask 
your Sorg paper merchant for sample sheets of SOREX for on- 
the-press testing. 


® Manufacturers and Converters of Stock Line and Specialty Papers 


STOCK LINES 


WHITE SOREX © CREAM SOREX © LEATHER EMBOSSED COVER ® PLATE FINISH COVER ® EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE ® TENSALEX @© MIDDLETOWN POST CARD © 410 TRANSLUCENT 


No. 1 JUTE DOCUMENT © GRANITE MIMEOGRAPH ® SORG'S BLOTTING 


Offices in: NEW YORK, PHILADELPHIA, CHICAGO, BOSTON, ST. LOUIS, LOS ANGELES 
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letterpress printing, overprint and spirit varnishing. 
® Uncoated . . . for printing up to 100-screen half- 
tones, line engravings and type. 


Box Board 
e Patent Coated Newsback ... for printing up to 
100-screen halftones, line engravings and _ type 


(also available for lithography). 

© Clay Coated Folding Box Board, Newsback .. . 
for printing up to 120-screen halftones, line en- 
gravings and type (also available for lithography). 
® Clay Coated Folding Box Board, Manila Back... 
for printing up to 120-screen halftones, line en- 
gravings and type (also available for lithography). 


There are dozen of other types of printing papers, 
but those listed above are probably the most com- 
monly used. 


>» Once a type of stock has been selected, one of the 
most important factors becomes choice of grain. All 
papers have a grain which runs in a particular di- 
rection. Paper will fold much easier and will tear 
much easier “with” the grain than “against” the 
grain. 

Here are some typical cases where grain direction 
becomes especially important: 


e Postcards ... and business reply cards. The post- 
card with long grain will hold up better, seem to 
bulk thicker, and will go through a _ typewriter 
easier than a card with short grain. 


© Letterheads . . . Here the selection of the grain 
will be determined by just which features you con- 
sider important. For example, if you are primarily 
concerned with ability the of the paper to curve 
around the typewriter platen, fold easily and make 
erasures less apparent, you'll probably choose a 
grain running the 842” way. Most buyers, however, 
choose letterhead stock with grain running the 11” 
way for a number of reasons. For example, with 
grain long (11’), the letterhead will jog easier when 
being assembled with carbon paper and manifold 
copies, provide more support for the combination 
while in the typewriter, and stand up in the hands 
of the person who receives and reads it. Probably 
more important, however, is that printers usually 
prefer grain long for best results. The preference for 
long grain is obvious from the fact that paper mills 
generally place their watermarks so that they will 
be properly located when sheets are cut with grain 
long. 


@ Inserts . . . In magazine and catalog inserts, the 
grain usually runs the short direction of the insert. 
This will make the insert stronger and more rigid 
in the publication. The insert with short grain will 
also seem to have more bulk and will seem to be 
of heavier stock than an identical sheet with long 


grain. When the objective is to enable the magazine 
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or catalog to close better, lie flatter and enable the 
insert to turn more easily, long grain would be the 
answer. (This is assuming that grain is being based 
on a single, vertical page. If a four-page insert is 
planned, however, and short grain advantages de- 
scribed above are desired, it would be necessary to 
specify long grain for the unfolded sheet.) 


@ Covers . . . Cover papers, especially in the heavier 
weights, should be folded with the grain. They will 
lie flatter and have less tendency to crack on the 
fold, usually eliminating any need for scoring. 


e Index tabs . .. When index pages in a catalog have 
been die-cut to form index tabs, the grain should 
run across the tab rather than down the tab. This 
gives extra strength and rigidity and helps prevent 
the cracking that soon shows up on many index 
pages where the grain is down the tab. 


@ Magazines . . . or books. The grain should run 
parallel to the binding edge so that pages will turn 
easier and lie flatter. 


e File cards . .. Grain should run vertically so that 
cards will stand more erect. 


® Car cards ... Grain should run the long direction 
so that the card will follow the arc of the car. 





Next month 


in ar 
In Fesruary: An updated version 
of one of AR’s most popular series— 


“How to Get Better Advertising 


Photos”—ready for filing in your 
Adman’s Handbook. 
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There’s a very good reason why ATLANTIC helps give you the unexcelled registration 
BOND is first in sales of all genuinely water- you want. 
marked bonds. This superior watermarked 


Try ATLANTIC BOND for that “important” 
next job. Ask your Franchised EASTERN 
Merchant today for a sample packet. 


Sulphite Bond delivers the performance 
you want ...asa result it reproduces your 
printed message better, sharper and clearer. 


, : EASTERN 
ATLANTIC BOND has been scientifically 


made to give you better “runability”. It’s 
moisture-controlled for dimensional sta- 
bility ... precision-trimmed for greater 
accuracy. That’s why ATLANTIC BOND 


2 (S084) maa BUSINESS PAPERS 


ATLANTIC BOND - ATLANTIC OPAQUE - ATLANTIC OFFSET - ATLANTIC COVER - ATLANTIC LEDGER 


Atlantic Papers 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE * MANUFACTURERS OF FINE BUSINESS PAPERS AND PUROCELL PULP 
MILLS AT BANGOR AND LINCOLN, MAINE * SALES OFFICES: NEW YORK, BOSTON, PHILADELPHIA, CHICAGO AND ATLANTA 
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® Calendars 
“tinning” edge. 


Grain should run parallel with 


© Counter cards . .. To provide the greatest possi- 
ble stiffness for counter cards and other display 
units, the grain should be vertical. 


© Office duplicating ... For most jobs to be handled 
on office duplicating equipment, it is best to have 
the grain run the long way (the direction of feed 
into the machine). It will feed better since it will 
have less tendency to curl. 


> One of the most confusing subjects in the paper 
field for many admen is what is known as “basis 
weight” or “substance.” The term basis weight usu- 
ally means the weight of one ream (500 sheets) of 
the basic size. In a few cases, however, the basis 
weight is based on 1,000 sheets. You will often find 
basis weight designated as substance. 

Equivalent weight, another sometimes confusing 
term, means the weight of one ream of a size larger 
or smaller than the basic size. To determine the 
equivalent weight you simply multiply the sheet 
area of the desired size by the basic weight and then 
divide by the sheet area of the basic size. 

These are the standard sheet sizes for the most 
commonly used papers: 


WORE aie 5 5 6 S:s scares Zoxae©6=©CrsdésBristol ..... 2542x3012” 
TNS. so octust is 17x22” Blotting 19x24 ” 
ee 17x22” Duplicator 17x22 ” 
NON oes iss suet oes 20x26” Gummed Zoteo | 
i 25x38” Onion Skin, 

Manifold ixze |” 


A particularly important area for checking weight 
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is in the use of inserts for business publications. 
Most publications have a maximum weight require- 
ment based on book stock. If you’re planning to use 
a different kind of stock, it is important to evaluate 
its weight by comparison with book paper weights. 
For example, 100 lb. book is approximately the same 
as 55 lb. cover, 83 lb. bristol and 53 lb. index. The 


chart on page 37 gives a more complete picture. 


> The accompanying charts provide much valuable 
information for determining your paper require- 
ments. The following checklists will also be helpful 
in making the proper paper selection. 


© © © To determine the quantity of paper needed and 
sheet size factors, answer these questions: 


1. Trim size of the piece. (Can standard sheet sizes 
be used?) 


2. Are there 
trim) ? 


any bleed pages (requiring extra 
3. Are there bleeds on the gripper edge? (Allow 
gripper space.) 


4. Will there be shoulders on the bleed cuts? (Al- 
low gripper space.) 

5S. Will the piece be folded more than once? (May 
require final trimming.) 


6. Is it more than eight pages? (Allow extra width 
for chase bars if letterpress. ) 


* 


Can final trim size be reduced if there are good 
reasons for using standard sheet? 





ars 
best 
on 
paper 


Material in this article originally appeared as part of the following articles, 
with additions by the AR editorial staff and leading paper experts: 


e A Guide for Paper Buyers, Part I (adapted from “More for Your Printing 
Dollar” published by Kimberly-Clark Corp.)—August 1953 AR 


® A Guide for Paper Buyers, Parts II and III, by Charles V. Morris 


Sep- 
tember and October 1953 AR 


© Grain in Paper (adapted from material prepared by General Paper Corp., 
Pittsburgh)—May 1954 AR 


e Plan Your Paper Needs in Advance (adapted from material prepared by 


Reinhold-Gould Inc., New York)—April 1953 AR 
e A Kimberly-Clark reference catalog reviewed in the April 1953 AR 


e A Basic Dictionary for Paper Buyers (adapted from “Paper Trade Terms’ 
by William Bond Wheelwright)—July 1954 AR 


© A System for Controlling Printing Costs, Part V, by Frederic Kammann 


September 1956 AR 
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Impact... 


GENERAL STEEL, INCORPORATED 


dAcksen 9-9237 





Gilbert Papers 


Add striking power to your business correspondence by using a 
BETTER 


Gilbert Quality Paper. Manufactured of new cotton fibres, Gilbert papers 


COLT&n, 
make your business letters stand out with a crisp beauty, a 
distinctive feel and a rich cockle finish. Tub-sized, air-dried, L 
-ipee 


to provide superior erasability. Ask your supplier for samples. 
GILBERT PAPER COMPANY, MENASHA, WISCONSIN me Pee R S 


A 
d 


good letter is always better...written on a Gilbert Cotton Fibre Bond 
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8. Will folders accommodate the job economically? 


9. Can the sheet be large enough to allow other 


jobs to be run simultaneously? 


10. Is sheet size large enough to allow split-fountain 
run (provided form is suitable) ? 


© ee Here are eight other important questions in- 
volved in paper ordering: 


1. Have you specified grain direction? 


enous 
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Should stock be shipped in cartons, cases or on 
skids? 

Are skids too large for doors, elevators (or too 
heavy for elevators?) 

Can skids be delivered onto receiving platform? 
Which way should skid legs or runners go? 
Should the printer be billed for the paper? 

Will the job need an evelope? 


What weight, dimensions, and core size can print- 
er handle if rolls are covered? 44 


CHART OF PAPER CHARACTERISTICS 


NOTE: Ratings apply to general types of paper, not to specific brands. Their purpose is to aid 
the planner of printing to select a suitable kind of paper for the specific job. 


BOOK 


Antique 
Laid 
a Eggshell 
Plate 
Machine F. 
English F. 
z Super-Cal’d 
Bible (India) 
Re gravure 
Offset 
Newsprint 
_ Coated Gloss 
~ Coated Dull 
Coated Cast 
Coated Offset 
Coated Folding 


nN nN — 


COO MON N UWF UW SO SD 


NN NON = 2 UUW & & A nin — 
WwW WwW — ww — WWW WWW ww 


COVER 


Antique 3 3 10 6 
Plate 5 6 10 6 
Coated 9 7 8 6 


OFFICE 
Bond-Sulph. 6 8 1 
i Bond-Rag _ 6 8 
Ledger-Rag 7 8 
Duplicator 3-5 2-5 
_Bristol- Index 7 6 
" Bristol- Rag 


ouUW UM Www eo 
oan unw wo o 


~ Manifold 6 7 1 


SPECIAL 


Blotting 
Poster 
Kraft 
Tracing 


om nn 
ou — 
—- www 
Oo NN 












REFLEC- 





san | enmmsadhanmnen 


COMMENTS 


1 50 
1 50 Surface pattern ; 
1 65 
2 65 Plate; Linen; Ripple 
eS 100 
3 110 
4 120 
2 110 Very thin; opaque 
3 In rolls 
1 65 
: 1 65-85 
9 200 
4 150 
10 200 Also coated 1 side 
9 200 
9 200 
1 65 
85-100 Plate; Ripple 
7 150 
3 100 
3 100 
3 
2 
4 
4 Drawing Board 
3 Thin; low opacity 
1 
1 Like newsprint 
1 
3 Nearly transparent 
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Where to get 
More Information 


eee Admen who desire more in- 
formation on printing papers will 
find the following list of motion 
pictures and books of special value. 
In addition, most paper mills have 
helpful manuals, which are usually 
available without charge from local 
paper distributors. 


Motion Pictures 
About Paper 


© From Trees to Paper (1242 min., 
b&w, 1952) . . . This film shows how 
paper is made from trees, and tells 
how scientific forest management 
assures growth of repeated tree 
crops. 
Get list of libraries from 
American Forest Products In- 
dustries, 1816 N St. NW, 
Washington 6 


@ The Gift of Tsai Lun—Paper 
(33 min., b&w and color, 1954)... 
The history of writing materials is 
shown in this film, from the pre- 
historic stages of mankind to the 
present day machinery for making 
bonds and writing papers. 


© Great White Trackway (27%2 min., 

color, 1952) . . . “Paper,” says this 

film, is “the master trackway of 

communication.” It follows’ the 

manufacture of paper from the 

pulpwood dock to the warehouse. 
Both from Hammermill Paper 
Co., Educational Service, 1599 
E. Lake Rd., Erie 6, Pa. 


@ The Miracle of Paper (21 min., 
color, 1955) . . . Narrated by Ben 
Grauer, this film concentrates on 
the manufacturing process for fine 
papers, especially book papers. 
Free loan from P. H. Glat- 
felter Co., Spring Grove, Pa. 


@ Paper and Pulp Making (11 min., 
b&w or color, 1955) ... Produced 
specifically for use in school classes 


in social studies and geography, this 

film examines simply the major in- 

dustry of paper and pulp making. 
Write Coronet Instructional 
Films, 65 E. Water St., Chi- 
cago for list of rental libraries 


© Paper in the Making (25 min., 
color, 1955) . . . Starting with a re- 
view of paper’s many uses, the film 
explains in some detail the paper- 
making process, from the forest to 
the finished product. 

Free loan from International 

Paper Co., P.R. Dept., 220 E. 

42nd St., N.Y. 17 


© The Paper Made For You (25 
min., 1953) . . . Gilbert Paper Co. 
explains the types of paper for 
business use, and how research 
laboratories of paper mills develop 
each special kind. 

Free loan from Modern Talk- 

ing Picture Service, 3 E. 54th 

St., N.Y. 22, or local offices 


© Paper Work (30 min., color) ... 
This film starts with the scientifi- 
cally operated pine forests and 
takes you through the mills of 
Champion Paper and Fibre Co. 
Free loan from Modern Talk- 
ing Picture Service, 3 E. 54th 
St., N.Y. 22, or local offices 


© Pulp & Paper from Canada (23 
min., b&w, 1949) . . . A production 
of the National Film Board of 
Canada, this shows the production 
of newsprint. 
Rent from Contemporary Films, 
a6f W. 23 RB, BY. ¥, or 
Wm. M. Dennis Film Libraries, 
25062 W. 7th = St., Los 
Angeles 57, Cal. 


® Trees to Tribunes (43 min., color, 
1947) . . . Starting with the harvest- 
ing of trees and the manufacture of 
newsprint in Canada, this film goes 
all the way to the delivery of the 
newspaper to the reader. 

Free loan from Motion Picture 

Bureau, Chicago Tribune, 33 

W. Madison St., Chicago 


@ The World Behind a Watermark 
(33 min., color) ... In story form, 
this film illustrates the manufacture 
of fine bond paper for letterheads, 
and the steps required to maintain 
quality. 

Free loan from Advrtising De- 

partment, Ne koosa-Edwards 

Paper Co., Port Edwards, Wis. 


Books About Paper 


© Paper and its Uses, by Edward A. 
Daw, Anglo Books, New York: 216 
pages, $2.25 


© The Dictionary of Paper, Ameri- 
can Paper and Pulp Assn., New 
York; 393 pages, $6.50 


@ Paper: Its Making, Selling and 
Usage, edited by S. C. Gilmour, 
Longmans, Green & Co., New York: 
324 pages, $7 ; 


© Papermaking: The History and 
Technique of an Ancient Craft, by 
Dard Hunter, Alfred A. Knopf, New 
York; 680 pages, $15 


® Dictionary and Encyclopedia of 
Paper and Paper-Making, by Emil 
J. Labarre, Oxford University Press, 
New York; 488 pages, $15.50 


@ Solving Everyday Paper Prob- 
lems, by Charles V. Morris, Walden 
Sons & Mott, New York: 84 pages, 
$2 


@ Paper and Paper Making, by F. 
H. Norris, Oxford University Press, 
New York; 353 pages, $4.80 


® The Story of Papermaking, by 
Edwin Sutermeister, R. R. Bowker, 
New York; 220 pages, $5 


© Paper for Printing, Today and 
Tomorrow, U.N. Educational, Scien- 
tific and Cultural Organization, Co- 
lumbia University Press, New York; 
139 pages, $1.25 


® Paper Trade Terms, by William 
B. Wheelwright, The Callaway As- 
sociates, Boston; 46 pages, $2 





FOR SUPERB COLOR DETAIL...SPECIFY THE STANDARD OF EXCELLENCE 


The beautiful collectors’ items illustrated in Antiques 


retain all their delicate detail on C\CO Coated Papers. 


CHAMPION-INTERNATIONAL CO. 
Y * AUMVOWHCE, - It i ctiiailleas 1); 


COATED PAPERS MANUFACTURERS OF QUALITY COATED PAPERS 


8. CHAMPION-INTERNATIONAL < 


c YR 





These leading paper merchants can supply 


CONNECTICUT 

John Carter & Company, Inc 
79 Chapel Street 

Hartford, Connecticut 

JAckson 7-8109 


Tileston & Hollingsworth Company 
2348 Whitney Avenue 

Hamden, Connecticut 

CHestnut 8-4455 


DISTRICT OF COLUMBIA 
Stanford Paper Company 

3001 V Street, N.E 

Washington 18, D.C 

LAwrence 6-1600 


MARYLAND 


Mudge Paper Company 
501 Water Street 
Baltimore 2, Maryland 
LExington 9-7782 


Stanford Paper Company 
1220 Key Highway 
Baltimore 30, Maryland 
LExington 9-5830 


MASSACHUSETTS 


Andrews Paper Company 
160 North Washington Street 
Boston 14, Massachusetts 
Richmond 2-2200 


John Carter & Company, Inc 
420 Rutherford Avenue 

Boston 29, Massachusetts 
CHarlestown 2-5000 


Tileston & Hollingsworth Company 
211 Congress Street 

Boston, Massachusetts 

Liberty 2.3870 


Donald Wyman, Inc. 
683 Atlantic Avenue 
Boston, Massachusetts 
HAncock 6-6282 


Whitney-Anderson Paper Co., Inc. 
32 Worthington Street 

Springfield, Massachusetts 

REpublic 3-3196 


MICHIGAN 


Chope- Stevens Paper Company 
240 Chene Street 

Detroit 7, Michigan 

LOrraine 7-6800 


NEW HAMPSHIRE 


John Carter & Company, Inc. 
23 School Street 

Concord, New Hampshire 
CApitol 5-5545 


NEW JERSEY 


Bulkley Dunton & Company, Inc. 
461 Central Avenue 

Newark 7, New Jersey 

HUmboldt 2-5600 


J B Card & Paper Company 
560 Belmont Avenue 


Newark 8, New Jersey 
Bigelow 2-8200 


NEW YORK CITY 


Bulkley Dunton & Company, Inc 
295 Madison Avenue 

New York 17, New York 

MUrray Hill 9-6400 


Capital Paper Company, Inc. 
106 Seventh Avenue 

New York 11, New York 

CHelsea 3-4980 


Hobson Miller Paper Company, Inc 
280 Lafayette Street 

New York 12, New York 

WOrth 6-0400 


Kennelly Paper Company, Inc. 
501 Fifth Avenue 

New York 17, New York 

MUrray Hill 2-1087 


Milton Paper Company, Inc. 
100 West 22nd Street 

New York 11, New York 
WAtkins 9-6721 


Perkins - Goodwin Company 
589 Fifth Avenue 

New York 17, New York 
MUrray Hill 8-4900 


Royal Paper Corporation 
210 Eleventh Avenue 

New York 1, New York 
WAtkins 4-3400 


NEW YORK 


Franklin-Cowan Paper Company 
210 Ellicott Street 

Buffalo 3, New York 

WAshington 5954 


Genesee Valley Paper Company, Inc. 
1175 East Main Street 

Rochester 6, New York 

HUbbard 2-1510 


PENNSYLVANIA 
Atlantic Paper Company 


Lehigh Avenue at 3rd Street 
Philadelphia 33, Pennsylvania 
GArfield 5-5432 


RHODE ISLAND 

John Carter & Company, Inc 

421 Industrial Trust Company Building 
Providence, Rhode Island 

GAspee 1-0335 


Providence Paper Company 
160 Dorrance Street 
Providence 1, Rhode Island 
GAspee 1-7600 


Tileston & Hollingsworth Company 
28 North Main Street 

Providence, Rhode Island 

GAspee 1-8441 


VERMONT 


Vermont Paper Company, Inc 
144 South Champlain Street 
Burlington, Vermont 

BUrlington 2-0035 


EXPORT : 


Elof Hansson, Inc., 711 Third Avenue, New York 17, New York, MUrray Hill 7-1177 


coated paper 


specify 





COATED PAPERS 
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The abilities and advantages of 
modern letterpress are many and 
varied. The photoengraver, electro- 
typer and printer can detail them 
in relation to specific requirements. 
However, here are the more general 
advantages which will affect the 
majority of process decisions. 


Quality . . The yardstick for meas- 
uring the quality of the various pro- 
cesses has always been a halftone 
printed letterpress on number one 
enamel paper. Letterpress halftones, 
by the very nature of the process, 
have better detail, are sharper and 
offer a wider range of tonal values. 
The clean dot formation, as com- 
pared to the fuzzy edged dots of 
offset, give the halftones contrast 
and sparkle. 


By eliminating two additional 


AR SALUTES PRINTING WEEK 


Printing is both an art and an industry. Whether it is more one or 
more the other is a subject that can occupy many hours of pointless dis- 


the 


advantages 


Letterpress 


Printing buyers have much to gain from the continuing struggle of the 
two major processes to produce better quality at a lower cost. 










copying steps that are necessary in 
offset lithography, one in the nega- 
tive stage and one on the press, 
letterpress reproduction is held 
closer to the original copy which 
results in far more detail and a 
wider scale of middle tones. 
Accurate photoengravers’ proofs 
afford the buyer a close control over 
the quality of the printing plates— 
he gets a check-preview of the 
quality he is buying. Tonal quality 
and color can be evaluated with the 
guarantee that the approved proofs 
will be matched in the final print- 
ing. Offset furnishes brownprints or 
blueprints which merely permit a 
verification of the placement of the 
elements in the piece. They afford 
no indication of the quality of the 
halftones nor means of checking 
color separation. Only at a substan- 









cussion. But no buyer of advertising can overlook the opportunity to learn 
more about printing and to become a more efficient buyer and a more 
effective judge of this major tool in the advertising kit. 

Each year, on the occasion of International Printing Week, AR brings 
its readers something especially helpful to them in their role as printing 


buyers. 


This year, we present a pair of articles. On this page is an excerpt 
from a fine booklet prepared by the Rolled Metal Plate Co., and reprinted 
here with the company’s permission. On page 54 is a parallel article, on 
the advantages of offset, written especially for AR by Henry C. Latimer, 
Executive Secretary, Metropolitan Lithographers’ Assn., New York. 


tial extra cost will color proofs be 
submitted and then with no assur- 
ance that the printed pieces will 
retain those colors. 

Perfect register, a requisite for 
quality color printing, is more easily 
maintained with letterpress. Offset 
prints from a single, complete plate 
for each color form. When the 
humidity changes in the pressroom 
because of changing weather condi- 
tions or because of the water in the 
process, paper will stretch or shrink 
accordingly and force the job out of 
register. This results in inferior 
printing or an expensive and delay- 
ing rerun. With letterpress, the reg- 
ister can be corrected by an adjust- 
ment of the individual plates in the 
form. 


Letterpress permits greater ink 


capacity that affords rich, full 
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strength, solid colors, and _ blacks 
that are really black rather than 
smoky dark grays so often the mark 
of offset. Metallic inks and the new 
fluorescent inks can be laid more 
easily and with more body and re- 
flective brilliance. 


Fidelity . . While a printed piece 
might be considered a quality prod- 
uct from mechanical standpoints 
and be attractive and colorful, it 
may lack another important requi- 
site, namely fidelity to original copy. 

Probably the strongest selling 
point of the relief printing process 
is its ability to reproduce copy with 
the highest degree of tone and color 
fidelity. A product portrayal by let- 
terpress looks exactly like the prod- 
uct. 

The detail of gleaming white 
kitchen stoves and cabinet sinks are 
sold by black and white letterpress 
reproduction. The black kickplate or 
accessories are truly black in the 
printed illustration. If the product 
features a beautifully polished fin- 
ish, the printed piece will be alive 
with sparkling highlights. 

In color fidelity, letterpress stands 
alone. This is evidenced by the 
choice of the process in reproducing 
the paintings of the masters in their 
truest tones. 


Commercial printing demanding 


the strictest color fidelity is always 
letterpress for three mechanical 
reasons. First, photoengravings can 
be re-etched until the precise tonal 
values or delicate shades of color 
are achieved. Second, all of the fi- 
delity of the photoengraving is re- 
tained in the printing by the direct 
transmission of ink from metal to 
paper. Third, every sheet in the run 
will match the color of the approved 
sample. 

On the other hand, the inability to 
achieve faithful color matching from 
signature to signature and from 
piece to piece in long runs is the 
biggest bugaboo of offset lithog- 
raphy, because of the difficulty in 
keeping the flow of water and ink 
in constant balance. 

If every copy of a printed piece 
must feature the coloring in the 
azure-blue bathroom, the Sahara- 
tan convertible, the shell-pink pow- 
der—or whatever the products or 
colors—letterpress is the process 
that will deliver with the highest 
degree of fidelity. 

Though other processes have also 
advanced, letterpress is still the 
hallmark of quality and the symbol 
of true color reproduction. 


Flexibility . . Flexibility is the let- 
terpress advantage that has elimi- 
nated virtually all competition from 
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and another ‘T’. 


the fields of publishing. This capac- 
ity to readily accept changes and 
adjustments, and be tailored to meet 
specific and unique requirements, 
also benefits the buyer of commer- 
cial printing. 

One of the factors most appreci- 
ated by production men today is the 
comparative ease and economy with 
which last-minute changes can be 
made, even after the job is on the 
press and ready to roll. Text can be 
corrected and engravings can be 
moved in the form—in offset, either 
would require the remaking of 
plates. 

The imprinting of dealers’ names 
and addresses can be handled effi- 
ciently on letterpress equipment by 
merely stopping the press and sub- 
stituting the next logotype. Com- 
bination runs, involving the simul- 
taneous printing of different pieces 
of various sizes and quantities, util- 
ize the flexibility of letterpress in 
the same manner. 

Consecutive numbering of ballots, 
tickets and programs, and emboss- 
ing, die-cutting and scoring are 
practical only by letterpress. 


Economy .. The cost of printing is 
relative. It is relative to what the 
printed piece is expected to ac- 
complish and the amount of quality 
and craftsmanship required to suc- 
cessfully perform that function. 

A full-color, short-run brochure, 
designed to convert the carriage 
trade to a new line of $7,000 sports 
cars might be inexpensive at five 
dollars a copy. An announcement of 
a one-cent sale might be too costly 
at three cents apiece. A mailing 
piece printed for a ridiculously low 
figure becomes exorbitantly priced 
if poor quality impairs its effective- 
ness. 

Cheap offset can still be pur- 
chased but as the quality approach- 
es that of letterpress, so does the 
cost. Neither letterpress nor offset 
can say without qualification that it 





is the most economical method of 
printing. The cost of printing de- 
pends upon the particular specifica- 
tions of the piece and how much fi- 
delity and quality is required in 
its reproduction. The variance in 
quality between letterpress and off- 
set must be evaluated in relation 
to the specific printing job. 

The purchase of photoengravings 
and electrotypes is a wise invest- 
ment, particularly when the cost 
can be amortized through multiple 
use of the plates—when the same 
plates can be utilized in the print- 
ing of magazine advertisements, 
catalogs, annual reports, houses or- 
gans, in a varied number of publi- 
cations for a varied number of 
audiences. And when bought from 
the photoengraver, the plates belong 
to the buyer—in offset, the nega- 
tives and plates for a printed piece 
are the property of the lithograph- 
er, creating a non-competitive sit- 
uation when the need arises for re- 
prints. 

The cost of letterpress plates can 
be accurately pre-determined by the 
application of a pricing formula. 
On the other hand, offset plate 
costs vary considerably and firm 
quotations are difficult to obtain 
primarily because of the lack of 
a formal pricing procedure. Offset 
lithographers will probably develop 
a formula similar to that used by 
the photoengravers and_  electro- 
ae but until that time, will con- =) =a 
tinue to follow the practice of 
charging on a fluctuating time basis. 

Offset printers sometimes claim 


| ! Qs ff WESTON Cotton Fiber BOND 
an economy of time and money with 


integrated platemaking facilities. Makes Letterheads Noticeably Better 
Letterpress counters with a similar 


savings afforded by integrated com- PAPERS 


position services. 


Weston Bonp, made better with cotton fiber, imparts an 
Books, catalogs, price lists and air of obvious importance to your letters. It lends conspicu- 
other material that is _ reprinted ous quality to your letterhead — character that commands 
periodically with revisions in copy, attention. 
enjoy both the flexibility and In the office, you'll like the way it takes typing, writing 
economy of letterpress. Standing and (when necessary) erasing. It serves admirably, too, for 
type can be brought up to date and office forms and other applications that call for a clean, 
quickly put back on press with a strong serviceable bond paper. And the cost? . . . hardly 
minimum of effort and expense. more, if any, than you are now paying. _ 
Letterpress, mechanically a sim- Your printer has Weston Bonp in white, colors, white 
pler process with fewer variables, opaque, litho finish and envelopes to match. Ask him to use 
exerts closer control and reduces it for your next lot of letterheads or write for a sample book 
paper spoilage and wasted press- and make your own comparison. Address Dept. AR. 
work. 
A step-by-step cost analysis of a 
the mechanics of letterpress and /, 
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production is less extensive than for 
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equitably with letterpress quota- 
tions. 


The letterpress industry agrees 


| that albumin plates for offset print- 


| gree 


ing are cheaper but to what de- 
cannot be determined ac- 
curately due to the industry’s cur- 
rent pricing practice. The more 
popular offset deep-etch plates vary 
in cost with the quality involved. 
If their reproduction must approach 
the high quality of letterpress half- 
tones, their cost often will be equal 
to or surpass that of photoengrav- 
ings. Therefore, since letterpress 
plates are adaptable to multi-pur- 
pose use and their cost can be 
spread over various printed pieces, 
to properly compare the costs of 
plates, it becomes necessary to eval- 
uate quality and flexibility. 

Inks for letterpress are less ex- 
pensive per pound than those for 
offset but because offset gets more 
“mileage” from its inks, the cost 
is comparable. 

Letterpress papers are less ex- 
pensive as a general rule. The im- 
provements in machine _ coated 
enamels, permitting their wider 
use, have contributed to this mar- 
gin. 

The cost of running letterpress 
presses is normally not as great as 
that for operating lithographic 
equipment. The initial cost of an 
offset press is greater because of 
the more complicated mechanics 
of indirect printing and the addi- 
tional intricate adjustments for 


' water flow. Larger and more ex- 


pensive labor complements are also 
necessary to control these variables. 


> Press speed and makeready time 
were the two mechanical elements 
that previously hurt letterpress 
from the standpoint of cost. But 
modern letterpress, with its recent 
advancements, has slashed make- 
ready and press preparation time, 
has increased the speeds of its flat- 
bed presses, and the commercial 
rotary presses will exceed the run- 
ning speed of all the present litho 
equipment. 

With the advancements and ad- 
vantages in all the processes, the 
task of specifying the proper proc- 
ess for a particular job becomes 
more analytical. Selection of the 
printing method never should be 
an arbitrary or a habit decision 
based on preconceived ideas that 
any one is a cure-all, a panacea 
for all commercial printing prob- 
lems. How to print this year’s cata- 
log or next month’s mailing piece 
must be based on a_ thorough 
analysis of the job requirements and 
specifications. What is the impres- 


| sion that it must create and main- 


tain? 


> Upon completing this analysis, the 
account executive or advertising 
manager, production personnel, art 
director, plate maker and printer 
should be brought together to dis- 
cuss the requirements in order to 
utilize the combined thinking of 
these specialists. Such thinking will 
inject the flavor, impact and fidelity 
that will be required to sell the 
products or services it advertises. 

The importance of this early con- 
sultation cannot be _ overstressed. 
Regardless of the size, run, number 
of colors or the process finally 
chosen, early planning is a requisite 
for an economically printed job with 
the greatest quality and_ effec- 
tiveness. 

Take the time to study the ob- 
jectives—weigh the process fairly 
and the final selection will most 
often be modern letterpress. 44 


Prints Display Signs 
Typewriter Fashion 


Store displays signs that sell can 
now be made on the Print-asign 
display-typer—a sign printer that 
works like a typewriter, says the 
manufacturer, Reynolds Print-asign 
Co., Pacoima, Cal. 

Once practical for larger stores 
only, the Printasign has been re- 
designed and adapted to the needs 
of smaller businesses. The machine 
spaces letters automatically and, ac- 
cording to the manufacturer, prints 
as fast as the operator can spell. 
Quickly interchangeable typefaces 
in assorted styles and sizes are 
available. A brochure, offered by 
the manufacturer, gives details and 
presents samples of Printasign work. 

. » for more details circle 119, page 97 


This Sleeve Protector 
Fits All 11x8'/2 Binders 


Cook’s Inc., Blackwood, N. J., of- 
fers samples and complete literature 
on two types of transparent sleeve 
protectors for loose-leaf binders. 
Designed for high strength and re- 
sistance to moisture, solvents, 
chemicals and rough handling, both 
types are fashioned of Ful-Vu My- 
lar. One fits the standard three-ring 
binder. The other, “Univis,” fits all 
11x84” binders. 

Ful-Vu Mylar’s 0.002” thickness 
affords 30% greater capacity in a 
standard three-ring binder, the 
manufacturer says. Suggested uses 
include display of photographs, bro- 
chures, ad reprints, blueprints and 
letters. 

- for more details circle 120, page 97 
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advantages 


Offset 


Offset or letterpress is the decision admen must make for 
themselves, helped by this article and the preceding one. 


By Henry C. Latimer 


All three of the major printing 
processes are capable of excellent 
work, and each has its own in- 
dividual advantages. The selection 
of the process to be used depends 
on which one will best solve the 
various production problems re- 
lated to the job at hand. Problems 
in the planning stage include de- 
livery dates, plate and composition 
costs, quality desired, suitability of 
process for paper selected, sizes and 
quantity wanted. 

The printing industry as a whole 
has no quarrel with the processes. 
Eighty-five percent of the offset 
producers also operate letterpress 
equipment. The expansion in new 
offset producers since World War 
II has been largely from letterpress 
plants adding offset facilities. 


’ No printing process of itself de- 
termines quality—this is dependent 
on the producer, his quality stand- 
ards and the skill of his craftsmen. 
As a process, offset has a large 


AR Salutes Printing Week 


This, the second part of our 
salute to Printing Week, was 
written especially for AR by 
the executive secretary of the 


Metropolitan Lithographers’ 
Assn., New York, and should 
be read in conjunction with 
the article on p. 49, on the ad- 


vantages of letterpress. 
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measure of technical control, since 
by photo-mechanical methods it 
aims for the final tonal densities in 
its negatives, with the ability to 
measure and check densities elec- 
tronically through the steps of the 
process to the press sheet. There is 
relatively little handwork, and no 
color correction is done on _ the 
metal of the plate. 

As many production men know, 
the expanded use of offset since the 
late 1930’s has been due in large 
part to the availability of the new- 
er types of offset papers and to im- 
provements in tone control. The 
importance of integrating and co- 
ordinating all parts of an advertis- 
ing campaign was also a factor. 


>» Copy for offset is usually supplied 
in paste-up form, which may be a 
“mechanical” complete with tone 
elements in position, or a line paste- 
up with photos and art supplied as 
elements. This method is actually 
page make-up on the drawing 
board instead of on the printer’s 
stones with its higher hourly rate. 
The method provides accuracy, 
speed and copy for client OK. 

Since there are just two types 
of copy for the camera: line and 
tone, all forms of line copy—text, 
illustration, reverses, etc.—on the 
offset paste-up will be included in 
the base line negative. This means 
no extra plate costs for line illustra- 
tion. There is an extra cost for line 
copy supplied as elements, to be 
scaled and positioned on the base 
negative. 

Offset uses the halftone method, 


so all tone copy is photographed 
separately with the halftone screen 
in the camera, and the halftone 
negatives are stripped to position 
on the base negative. All these plate 
costs are estimated on a “time” 
basis in offset without automatic 
premium charges for the special 
types of halftones, and without any 
restrictions as to same-focus econ- 
omies or savings in charges be- 
cause of work done by the artist. 

Preparatory planning and work 
which avoids camera, opaquing and 
stripping time means economies to 
the customer with the “time” esti- 
mating method. To the buyer this 
method of estimating usually means 
economies for the larger halftones 
and for the special types of half- 
tones: outline, vignette, combina- 
tion line-and-tone, highlight drop- 
out. 

Same-focus economies also ap- 
ply to process color in offset, as well 
as planning art for group color 
separation, to be scaled by the off- 
set printer. The size of the color 
work area in open design is not a 
major cost factor under the “time” 
method of estimating. 


> Since offset does its color cor- 
rection work on the photographic 
separations, any number of sizes of 
the same subject can be made from 
one set of separations. In an ad- 
vertising campaign where the sizes 
range from a small dealer folder 
to displays, or even 24-sheet post- 
ers, this advantage of offset is very 
important im costs and time. These 
color separations on film or glass 








also permit offset to make multiple 
images (equivalent to electros) with 
a step-and-repeat machine to 0.001” 
register. These are nominal in cost 
and vary little in expense as to 
size. 

Photographic masking methods 
are now in wide use in offset for 
better color correction and avoid 
much of the “dot etching,” the final 
step in color correction. Masking 
also is used to correct deficiency 
or excess of a color in a _ trans- 
parency; art can thus frequently 
be used without necessary correc- 
tion on the transparency itself. 


> When all unit negatives have been 
completed by positioning the half- 
tone elements, these completed 
negatives are stripped in position 
on a “flat” according to layout or 
imposition. The offset flat is contact 
exposed with a single sheet of metal 
which becomes the offset press 
plate. This is equivalent to a typo- 
graphic form locked-up and made- 
ready. 

All positioning of elements for 
register is done prior to press, and 
there is no adjusting necessary of 
plate areas for pressure, due to the 
resilient rubber-covered offset 
cylinder. This feature of offset ex- 
tends the advantage of a large form 
(press and bindery economies) to 
shorter press runs, and avoids the 
time usually required for press 
preparation. 

Multiple imposition in offset is 
handled by separate exposures of 
the flat on a larger press plate, a 
method less expensive and much 
faster than buying the necessary 
sets of electros for letterpress, with 
the added lock-up and makeready 
expense, say for an_ eight-page 
form, four-up. Multiple images (la- 
bels, cartons, inserts, tags, etc.) as 
well as large color work such as 
displays are handled with the step- 
and-repeat machine for accuracy in 
register. 

Offset’s economy in cost of multi- 
ples and makeready has a radical 
effect on the press production 
methods used, not only for printing 
in multiples, but for gang runs and 
in the length of run necessary to 
use roll-fed presses for same types 
of production. With offset, 25,000 
cylinder impressions is the usual 
minimum with roll-fed presses, as 
compared to 50,000 with letterpress 


> All offset presses are rotary in 
principle, printing every revolution, 
as compared to an impression every 
other revolution with reciprocating 
presses. The principle of the rub- 
ber-covered offset cylinder not only 
eliminates long makeready time, but 
makes it possible to print fine half- 
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Dick Thain, Chicago Engravers and News Print Engraving Company 
sales executive, talks things over with his good customer, Ray O'Brien, 
Advertising Manager of ‘‘The National Underwriter". 


Ss SIX YEARS AGO, this company started making photo- 
engravings for the leading weekly publication in the 
insurance field—‘‘The National Underwriter”. We are doing 


their work today. 


Their own explanation for this continuity: 
“Excellent work—returned on time—forms an ideal com- 
bination for us. We need prompt service, and we are 


getting it.” 


We'd like to do as much for you! 


CHICAGO ENGRAVERS and 


NEWS PRINT ENGRAVING CO. 





TWO PLANTS AT ONE LOCATION UNDER ONE MANAGEMENT 


210 South Desplaines Street 
Chicago 6, Illinois 
Phone ANdover 3-7400 
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A FARMER had a pet hen, who laid him an egg every 
day. He was quite appreciative but at the same time 
he wanted more eggs. One day he asked her if she 
couldn’t up her production. ‘“The thing to do,”’ she 
told him, ‘‘is to get some more hens.’ 


D F KELLER CO Printers with imagination 
3005 FRANKLIN BLVD CHICAGO 12 ILLINOIS 


We have clients in America’s foremost industries 





and would like more 


Set First Class 


Cex 
Here Type Can Di SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago | 
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tones in screens even finer than 
200-line on rough textured papers, 
in addition to coated offset paper. 
The makeready economy with all 
offset presses is perhaps best dem- 
onstrated by the fact that even a 
large multi-color offset press can 
be madeready in hours instead of 
days. 

Offset press plates can be saved 
for reprints. This means the buyer 
thus avoids the usual duplication 
of heavy lock-up and makeready 
expense, very important with large 
color forms. 


> Offset is regarded today as one 
of the graphic arts designers’ mod- 
ern tools because the process re- 
moves so many restrictions re- 
lated to reproduction. No longer is 
a designer restricted to line tech- 
niques in text on antique finish pa- 
per, or to coarse halftone screens 
for the smoother uncoated stocks. 
Process color and fine monotone 
can be used on text pages, on a 
fancy-finish paper used for a 
broadside, on a ripple finish cover 
stock, or on bristol or rag bond. 

Offset is considered more versatile 
because it permits a wider use of 
color and _ illustrative treatment 
without prohibitive plate cost. It 
is ideal for vignettes because there 
are no plate edges with the related 
fussy makeready. 

The process offers the widest 
choice of composition methods, cold 
type as well as metal, and permits 
the use of typefaces which usually 
cause trouble on soft, rough-sur- 
faced papers. Designers can make 
use of available photo-engravings 
and gravure positives for production 
by offset, even when a change in 
size is desired. 


> To both the designer and the pro- 
duction man, offset offers a wider 
choice of paper for tone reproduc- 
tion. And when desired, inexpensive 
uncoated papers can be used in 
place of coated stock for economy, 
even for process color. Offset paper 
today includes the various antique 
finishes, text, covers, _ bristols, 
opaque bonds and brilliant whites 
as well as the usual coated offset 
papers of various types. Machine- 
coateds and newsprint are used for 
periodicals by offset. 

Helpful on the cost side is the 
fact that uncoated offset paper is 
usually considered equal to a let- 
terpress coated 10 lbs. heavier in 
bulk, strength and stiffness. Taking 
advantage of these characteristics, 
economies in cost of stock up to 
30% are not unusual. With the long 
runs necessary for package inserts, 
“giveaways,” etc. such economies 
are very important. 





With the offset process the art di- 
rector is no longer bound to coated 
papers for fine halftone work—his 
choice of paper surface is practical- 
ly unlimited, for the resilient rub- 
ber-covered offset cylinder makes 
possible the use of halftone screens 
even finer than 200-line. 


> During World War II the armed 
services were faced with the prob- 
lem of reproducing aerial mosaic 
photo maps in such detail that a 
house or tree could be identified. 
The Eastman magenta contact half- 
tone screen in 300-line was de- 
veloped for maximum detail and 
the offset process was selected for 
maps because it could reproduce 
such fine screen work. 

This type of halftone screen in 
various degrees of fineness is now 
widely used in offset because of 
greater tonal gradation and range. 
The 150-line magenta screen is now 
standard in many offset plants for 
single-color halftone work, with 
commercial specimens showing as 
many as 18 tones by densitometer 
reading. 

Much offset process color is now 
done with 175-line regular glass 
halftone screen, and for extra de- 
tail in small subjects such as the 
Wild Life stamps, the 250-line 
screen is used. 

To approach continuous-tone for 
fine art reproductions, screens up 
to 400-line are used when required. 
When a single, small sheet of 
printed paper sells for as much as 
$35, quality of the reproduction is 
paramount. Practically all such art 
prints are produced by offset in as 
many as eight and ten colors. 


>» The absence of official restrictions 
in offset as to economies through 
same-focus or group handling, 
offers many unique economies in 
plate costs. This partial list illus- 
trates the point: 


Line Plates . . No extra cost if 
copy is proportioned and positioned 
on the paste-up. This includes Ben 
Day patterns and tints done by the 
artist; also screened photo prints. 


Halftones . . Planning for camera 
work through grouping for same- 
focus economies is economically 
important. Savings are apt to be 
greatest with large sizes and the 
special types of halftones due to 
absence of premium charges. With 
multiple subjects for a unit, pro- 
portioning and positioning avoids 
stripping charges and insures ac- 
curacy. 


Multiples . . Whether multiple im- 
position of the form or multiples 








of one subject, the additional cost 
is nominal and varies little with 
size. 


Enlargement or Reduction . . 
Since the final tones are in the off- 
set negative, such work can be han- 
dled photographically. This is an 
economical method for handling 
several sizes: calendars, magazine 
inserts and covers, window strips, 
reprints, etc. For a 16-page color 
insert for two magazines of differ- 
ent page size this method was used. 


> Same-focus economies apply in 
offset regardless of number or size 
of subjects, and none of the usual 
restrictions or prohibitive costs for 


large reproduction size: displays, 
posters, maps, etc. 
@ Mixed Art Media, Unpro- 


portioned. Elements balanced, pro- 
portioned and positioned with re- 
production color prints on color 
mechanical. One set of separations 
handles all without stripping. Size 
of color work area not an impor- 
tant plate cost factor. Avoids sev- 
eral sets of separations and color 
stripping. 


© Same Subject—Several Sizes. Re- 
quired for different pieces of ad- 
vertising and dealer material to 
integrate campaign. Offset can han- 
dle all sizes, even to 24-sheet, from 
one set of color separations. Pro- 
ducer making separations handles 
pieces involved. 


® Group Handling. Art of suitable 
surface characteristics and _ tonal 
balance can frequently be color 
separated as a group. The various 
sizes required handled in screened- 
positive photographic step. 


@ Masking Methods. Photographic 
masking methods are widely used 
in offset to facilitate color correc- 
tion and save time. The hand work 
of correcting colors in the process 
color method is sometimes avoided, 
depending on color combinations, 





or reduced. The new short-run, 3- 
color method makes use of masking 


with much of the operation auto- 
matic. 


@ Conversions. Magazine color 
plates or gravure positives can be 
“converted” for offset production— 
several methods for different grades 
of quality. This method avoids du- 
plicating color plate costs for much 
printed material, even though 
change in size or only part of the 
art is wanted. Relative costs have 
run as low as 25c on the dollar. 
Gravure magazines usually provide 
advertisers with color positives for 
under $100. 


© Large Size Plates—Posters, Dis- 
plays, Maps, Wall Charts. Offset has 
none of the technical difficulties re- 
lated to etching metal in large plate 
size, and uses color cameras as large 
as 58 inch circular screen. Projec- 
tion is used for larger sizes. A half- 
tone can be as large as the press 
plate. Posters are frequently acom- 
bination of photo and handwork— 
large lettering, backgrounds, etc. 
will be done directly on the plates. 
Some short-run posters are done 
entirely by hand to avoid cost of 
finished art. 


> Since offset prints from a photo- 
graphic type of plate, any form of 
composition can be used so long 
as it can be photographed. In addi- 
tion to repro (etch) proofs, this 
permits the use of the various forms 
of cold composition: on film, photo 
lettering, heads done with mechani- 
cal lettering aids, reprints, etc., and 
even typed composition for “utility” 
printing. The latter is frequently 
used for short run work where the 
use of conventional metal compo- 
sition costs as high as 80% of the 
total cost. 

Advertising departments with the 
problem of short runs also use sep- 
arate galley repros (text, heads, 
sub-heads) and do the page make- 
up on the drawing board. One such 
organization reduced metal com- 
position costs by half using this 
method. The advantage of choosing 
the form of composition to meet the 
problem of cost, time, and quality 
needed is sometimes the determin- 
ing factor in choice of process. 


> For the shorter runs of printing 
which involve halftone areas, re- 
verses, and accurate register, an im- 
portant cost factor with the printer 
is the time required for lock-up 
and makeready—the same amount 
of time is required as for long press 
runs. To take advantage of possible 
bindery economies through multiple 
imposition, there is also the cost of 
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Imagination 


onderful world of childhood, the toy shop is a 
place to entice and delight the growing imagination. 


Imagination is a form of energy that matures but 
never grows old. Every step of human progress is made 
in the mind before this step is actually taken. By imag- 
ining a better way of doing things, Americans have led 
in achieving a better life, showing the way for others. 
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Printing has always been the first and foremost method 
of stimulating public imagination. In helping the 
printer and advertiser to create consumer interest in 
products and services, Westvaco fine papers have car- 
ried ideas to the American public for more than a half 
century. When a Westvaco Quality paper is selected, 
hi-fi performance of pictorial reproduction is assured. 
Like the Pinnacle Offset, Blue White (Vellum), used 
here, these fine papers are specifically made to meet 
the press requirements of each printing technique. 


See for yourself how imagination in printed ideas helps 
to sell goods and services. Westvaco Inspirations, Num- 
ber 209 brings you a round-up of stellar talent, with 
suggestions for profitable uses of ink and paper. You 
may obtain this issue without obligation by merely 
phoning or writing to any of the Company addresses 
appearing below or to your nearest Westvaco distributor. 


Cover Artist 


Robert Sivard, who was born in New York in 1914, was educated at Pratt 
Institute, the National Academy of Design and the Academie Julien in 
Paris. He worked at mural painting and commercial art before serving for 
four years with the U. S. Army, followed by a period as consulting Art Di- 
rector in Switzerland and five years in Paris in the American Embassy. Suc- 
cessful exhibitions of his work, held at the Salon des Beaux Arts and the 
Galeries Craven and Charpentier, won him a wide reputation. His first 
exhibition in New York in 1955 attracted the attention of many American 
collectors. Among others he has exhibited at the Carnegie International. 





Sales Offices: 
230 Park Avenue, New York 17 


Westvaco Quali ty Papers 35 Wacker Drive, Chicago 1 


503 Market Street, San Francisco 5 





Toy Shop, by Robert Sivard 
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duplicate plates. Reducing these 
costs is the problem. 

Offset with its economy in lock- 
up (part of plate cost) and make- 
ready is frequently the solution, 
particularly with process. color 
work. Offset constantly takes ad- 
vantage of the economies of “work- 
and-turn” press production, multi- 
ple imposition, and gang runs of 
pieces to go on the same stock. A 
complete series of folders can be 
printed on the same sheet when by 
other processes this would not be 
practical. 

Since no “hook room” is required 
for fastening plates as in letter- 
press, images can even be butted— 
frequently important in bleed-de- 
sign work in order to use a stand- 
ard size of paper. This feature of 
offset imposition also permits more 
small images on a sheet and, for 
some types of production, such as 
labels, avoids double cutting to 
trim off white edges. 


>» Often the delivery date is the big 
problem with production men. 
Much work is directed to offset be- 
cause, as an integrated process, the 
offset producer makes his own 
plates and has control and respon- 
sibility over the whole job, and un- 
der emergency conditions can fre- 
quently make delivery dates not 
obtainable by other processes. 

One outstanding example was that 
of a grocery specialty account faced 
with a competitive condition which 
required immediate sampling by 
coupons. The campaign from idea 
to the mailing was carried out in 
three weeks, by resorting to offset 
to get the 27,000,000 coupons in four 
colors with the 23,000 mailing en- 
velope folders in color. Job lots of 
uncoated paper had to be used, but 
offset was able to deliver. 


> The experienced production man 
knows the importance of planning 


How about mispelling a word occa- 
sionally — you know how customers 
love to catch us in a mistake. 
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the details related to buying print- 
ing, by any process, before the or- 
der, specifications, and materials are 
actually turned over to the printer. 
In the early stages of planning he 
should select the printing process 
and plan for efficiency in the use 
of that process. 

The quality of work produced by 
any of the printing processes and 
the price for which a job can be 
purchased depend in part on the 
planning as well as on the printer 
selected. All the processes are 
capable of producing both excellent 
and poor work. With offset, as with 
the other processes, wide variation 
in quality is possible and consider- 
able variation in price will be found. 
Quality of management, sales pol- 
icies, appropriateness of equipment, 
experience and skill of the work 
force, as well as price, are all basic 
factors in selection of the producer 
with whom to entrust the produc- 
tion of printed material. 44 


Chart Tells Which Pencil 
For Which Copy Machine 


When using a copying machine, 
how can you tell which kinds and 
colors of pencil marks will repro- 
duce? The problem was a common 
enough one to prompt Joseph Dix- 
on Crucible Co. to undertake ex- 
tensive research to find out. The 
result is a chart listing nine basic 
types of copying and duplicating 
processes and the types of pencils 
which will, and will not, reproduce 
in each process. 

The company, which makes paints 
and graphite products, is offering 
the chart, in quantities, to anyone 
with this problem. The study, be- 
lieved to be the first of its kind, 
covered various grades and types 
of pencils as well as all common 
colors. 

The nine copying and duplicating 
machine processes tested include 
Diazo, Thermo-Fax, Verifax, con- 
tact photocopy, projected photocopy, 
facsimile, Xerography, offset print- 
ing and wet copy duplicating. 


+ + + for more details circle 121, page 97 


Polar Cub Launches 
Unguided Missile 


A new ad medium has been born 
—paper airplanes, folded out of 
standard 84x11” sheets and wing- 
ing the advertiser’s message 
wherever such missiles go. In this 
case, it was a promotion for Polar 
Cub Mobile Units Inc., Vincentown, 


N. J., printed on a handout and 
distributed to neighborhood chil- 
dren. 

Polar Cub franchised trucks sell 
“soft-serve” and “hard-pak” ice 
cream—a natural, it seems, for tie- 
ins with rocket ships carrying the 
brand name on the wings. 

According to Kenneth Gravatt, 
company president, “The kids are 
as enthused about our rocket ship 
as they are about our soft-serve... 
it sure attracts attention around the 
trucks! Brings the mothers out for 
hard-pak, too, which is advertised 
on the inside fold.” 

Printed in blue and white, the 
do-it-yourself paper plane carries 
instructions for flying, and, more 
important, launching. 44 


Folder Lists Dry 
Offset’s Advantages 


The advantages of the dry offset 
process are spelled out in a four- 
page bulletin available from David- 
son Corp. Entitled “Do More Dry 
Offset on the Davidson Dual-Lith,” 
the booklet explains, in text and 
pictures, how the Dual-Lith offset 
machine can be quickly converted 
for dry offset reproduction. 

The only requirements, other 
than the machine itself, are a dry 
offset plate and a dry offset plate 
segment. The folder covers proce- 
dures for preparing the machine, 
mounting the dry offset plate and 
squaring and positioning the image. 

+ + » for more details circle 122, page 97 


Company Ends Search For 
Real ‘Nothing’ Paint 


Printing plants and experimental 
laboratories where color tests are 
conducted often have a peculiar oc- 
cupational problem: Distortion of 
the color being tested by the color 
on walls and equipment in the plant 
itself. 

Sun Chemical Corp. announces it 
has beaten this problem with the 
development of a completely neu- 
tral gray paint. Called Graphic Arts 
China-Luxe Gray, the new paint 
presents a surface which, when 
measured _ spectrophotometrically, 
shows virtually linear response to 
all wave lengths in the visible spec- 
trum. Translated into lay language, 
this means distortion of a color un- 
der observation is held to an abso- 
lute minimum. The paint’s over-all 
reflectance has been established at 
approximately 60%. 

The paint is available in three 





finishes—flat, semi-gloss and enam- 
el. It will be sold on a custom basis 
rather than carried as a stock item. 
Further information is available 
from A. C. Horn Co. Inc., Division 
of Sun Chemical Corp., 10-10 For- 
ty-fourth Ave., Long Island City 1, 
N,. ¥. 44 


Brochure Describes Fast 
Counting, Coding Method 


For the business office, large or 
small, bogged down with clerical 
work involving counting and stamp- 
ing of forms, Pitney-Bowes Inc. 
offers a brochure presenting actual 
case studies of customer savings 
made after installing a Pitney- 
Bowes Tickometer. 

The Tickometer is an automatic, 
electric business machine which 
can date, count, code and otherwise 
mark business forms at speeds up 
to 1,000 pieces a minute, according 
to the manufacturer. 

Entitled “12 Case Studies of Sav- 
ings,’ the eight-page brochure pre- 
sents an assortment of widely var- 
ied testimonials designed to indicate 
the machine’s wide range of appli- 
cations. Each case study is arranged 
in three parts. First, the problem is 
stated; then the solution is pre- 
sented, giving specific facts about 
savings in costs and time effected 
by installation of a Tickometer. 
Third is an illustration of the actual 
business form processed on the ma- 
chine, presented in actual size. 
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Company Markets New 
Economy Offset Plate 


After a year and a half of field 
testing, Polychrome Corp., Yonkers, 
N. Y., has announced the marketing 
of its Alkote presensitized offset 
plate priced at 37c per plate in the 
10x15” size. Alkotes, available in all 
sizes up to standard #2066 presses, 
are photo-sensitive on both sides of 
a 0.0045 aluminum base. 

The plate will produce all line, 
halftone and Ben Day work with 
excellent fidelity, and the patented 
surface of the plate ensures a nat- 
ural water and ink balance, ac- 
cording to the manufacturer. 4¢ 


Now—a Gummed Paper 
That Stays Flat 


Gummed label papers that stay as 
flat as ungummed stock, according 


hour a day service 


Complete photo engraving service—Copper, Zinc, Magnesium plates 
and process work. High quality, fast electrotype service. 


NORTHWESTERN 


SUS Teast PHOTO-ENGRAVING CO. 
THAT TT 328 S. JEFFERSON STREET, CHICAGO 


ma STate 2-3939 





CHEMICAL’S 


BANTAM MANIFOLD 


SAVES TIME IN THE PRESSROOM 


Trouble free on fast press runs 


has minimum shrinkage and 
offset or letterpress that’s stretch, feeds smoothly without 
Bantam Manifold! trouble or waste. Specify Ban- 

Made by experts who know tam for your next lightweight 
lightweight papers — Bantam run. 


Write for free sample booklet 


TRAD PAPER MANUFACTURING CO. 


MILLS AT HOLYOKE, MASSACHUSETTS 


January 1958 





Prominent Users of Strathmore Letterhead Papers: No. 132 of a Series 





JOHNS-MANVILLE 


Conrosation 








72 CAST core STOEET « HOw ¥ 
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A century of industrial 
leadership is expressed in 

this symbol which will 
keynote the Johns-Manville 
anniversary throughout 1958. 






Progress 
builds on Quality! 


You can tell a company’s character by the letter- 
head it keeps. Johns-Manville, a long-time Strathmore user, for 
example, recently selected still another fine Strathmore paper for 
its anniversary letterhead. Such continuing loyalty is, happily, com- 
mon with Strathmore users—among whom are an extraordinary 
number of the most distinguished firms in the nation. They remain 
convinced, year after year, that their business correspondence on 
Strathmore is a quality character reference of the most expres- 
sive sort. 


Johns-Manville protects against fire, weather and wear 
with asbestos building materials...safeguards water supplies with 
asbestos cement pipe...controls heat and cold with insulations, 
motion with asbestos brake lining. Johns-Manville makes homes 
more comfortable and helps industry produce better products for 
better living. 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT. STRATHMORE SCRIPT, 
THISTLEMARK BOND, ALEXANDRA BRILLIANT, BAY PATH BOND, STRATHMORE WRITING 
STRATHMORE BOND. ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CO 


STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN, STRATHMORE BOND 
ONION SKIN. STRATHMORE BOND AIR MAIL. STRATHMORE BOND TRANSMASTER, REPLICA 


STRATHMORE 


MAKERS OF FINE PAPERS 
STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASSACHUSETTS 


BETTER 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


iad tak! 
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to the manufacturer, are available 
from Nashua Corp., Nashua, N. H. 
Sold under the trade name “Davac,’ 
the papers are said to have great 
resistance to curling brought about 
by humidity changes, and shrinkage 
of adhesive while stock is in stor- 
age. Secret of the non-curling prop- 
erty is a new type adhesive applied 
in millions of microscopic “islands” 
rather than in a solid layer. 

Davac can be used for any meth- 
od of printing on the ungummed 
side. It can also be printed on the 
adhesive side by letterpress and 
offset with special water control. 

The adhesive papers come _ in 
white supercalendered, coated litho, 
Kromekote and two weights of 
white English finish. They are also 
available in colors: deep yellow, 
goldenrod, pink, light blue and 
green. Sample swatches are avail- 
able from the manufacturer. 


. for more details circle 124, page 97 


New Catalog 
Lists Binders 


A new 116-page catalog from 
Elbe File & Binder Co., Fall River, 
Mass., describes in detail over 2,500 
stock items manufactured by the 
company. These vary from pocket 
memo books to newspaper-size 
desk presentation binders. Informa- 
tion is also included on custom- 
made products. 

A special section of the catalog 
gives guidance in the selection of 
the proper binder for a_ specific 
purpose, as well as a listing of the 
varieties of binding mechanisms 
and punch styles that are currently 
available. 

Free copies are available. 
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| am deeply depressed over my sales 
record... By the way, who handles 
your printing? 








PHOTO-ART 


ives ads a new look 


NBC needed something different to make its 
tv program ads stand out from the “look-alikes” 
of other networks. The answer came through 


a variation of the mezzotint process. 


Television networks have a com- 
mon advertising problem. Too often 
their newspaper ads are similar to 
those of competitive networks. They 
all use the big portrait and large 
sans serif type. The CBS eye helped 
break the monotony. And now NBC 
has introduced an unusual photo- 
art technique. 


» NBC broke the series this fall in 
major newspapers across the coun- 
try. Immediately, art directors at 
advertising agencies and suppliers 
of graphic arts materials began 
speculating on the mechanical proc- 
ess involved. It’s not solarization or 
reticulation in developing. 

It’s a variation of the mezzotint 
process. A portrait photo or a full- 
length shot of an entertainer is re- 
produced as a line cut without a 
screen. The advertising art has two 
tones of gray plus black, coupled 
with plenty of white space. 

NBC’s ad agency, Grey Advertis- 
ing, won’t say how it is done. And 
neither will the technique supplier, 
Edstan Studios. But the studio ad- 
mits that an educated guess here 
and elsewhere is essentially correct. 
Presumably, the technique is not 
patentable or exclusive. 


> The original photo is copied on 
a high contrast negative, Kodalith 
Ortho, in an engraver’s copy cam- 
era. Then a contact print is made. 
A line cut is made from this grainy 


print. Some airbrushing is used to 
get the whites. 

The process, while not new, is 
little used. In past years variations 
of the technique have appeared in 
Harper’s Bazaar and Vogue from 
photography by Irving Penn and 
John Stewart. But NBC’s use of 
it has given it national prominence. 


>» Robert Dolobowsky, art director 
at Grey, and Edward Feldman, 
partner in Edstan Studios, worked 
out the NBC art approach some 
months ago. 

The advertising agency was 
searching for something to give 
NEC separation from the other net- 
works in their ads. Another wish 
was for impact in small space. The 
client achieved both with line art 
of photographic quality. 

According to Mr. Dolobowsky, 
much experimentation was done 
during the summer before accept- 
able results were achieved. And 
Edstan Studio adds that it is more 
or less a mechanical process. Most 
of the work is done in the camera. 
There is little handwork. 

Thus far, Grey has found no 
limitations in types of photo used. 
The limitations are strictly those 
applying to photographs—sharp fo- 
cus, good range of tones, etc. While 
portrait and full-length photos rep- 
resent the bulk of original art used, 
on occasion situation photos have 
been employed. 44 


Distinctively NBC Dramatic impact 
is achieved by this illustration used to 
draw viewers for ‘’The Thin Man.” It is 
one of many mezzotint illustrations used 
in NBC’s newspaper ads. For more infor- 
mation about the technique, see the 
following three pages. 
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ms NEW! 
Features e 


— in EASY-TO-OPERATE 
MODEL ‘‘C”’ SF ay 
Direct ) , o 


aus “ Lijusiken 


ee MODEL “C”’ Direct Projector 


Extremely Eliminates Tracing — Saves Time 
Rigid 


Roller 
Caster 

Accurate 
Track 


System 


2 Extra 


Outlet 


Controls 
Centrally 
Located 


? Handle 
Operat ion 


Extra 
Large 
Curtain 


Mirror 
Swivels 
For Flop 
ping and 
Wall ; : : p 
Projection sie wr Saag V2 


Concealed me? ind can be perated as 
Lighting well lighted room. TH xX 3% 


@ Write board, Wansparency | 
for Complete ee ee ee, eee 
Catalog 


purcha pr 


Complete $645.00 f.o.b. 
SOLD THRU RECOGNIZED DEALERS EVERYWHERE 


Manufactured by the 


M. P. GOODKIN CO. 


24 BEACH ST. © NEWARK 2, N. J. 


SAMPLE KIT OF 


CLIP 
BOOKS 


Clip a dollar (currency, 
check, stamps) to your let- 
terhead, get world’s biggest 
bargain in ready-to-use art. 
Generous samples of fa- 
mous “CLIP BOOKS OF LINI 
ART’ plus exciting, new 
“ART DIRECTOR'S CLIP KIT” 

the complete art, lettering 
and idea service. Enough 
art for dozens of news- 
papers or trade paper ads, 
circulars, bulletins, house 
organs, direct mail 





DOUBLE-MONEY-BACK 
GUARANTEE 

Return samples in ten days 
for two dollar refund if not 
delighted. Or apply as two 
dollar credit on future pur- 
chases. No obligation. No 
salesmen will call. Send § 
today! 


HARRY VOLK JR. ART STUDIO 


Pleasantville 37, New Jersey 
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PREMIERE ON NBC 4 
THE GISELE MacKENZIE SHOW 


LIVE TONIGHT AT 9:30 Vivacious, versatile GISELE MacKENZIE—her songs, her violin, 


her flair for comedy. Opening night guest: ART LINKLETTER, making his television debut as a singer! 


Four Sources ... 





How to get LINE ART 


While there is nothing really 
new in line art adaptations of 
continuous tone subjects as used 
in NBC’s ads, the general tech- 
nique is frequently overlooked 
by admen. On these pages, AR 
presents several examples show- 
ing how photographs can _ be 
“translated” into line copy 
through mechanical and semi- 
mechanical methods. 

Because detailed information 
on the techniques used in prepar- 
ing art for the NBC series de- 
scribed on the preceding page 
was placed in the “secret” cate- 
gory, AR turned to four of the 
country’s leading experts on 
tone-to-line conversions to ob- 
tain the examples presented here. 


’ The two line illustrations on 
page 61 were both produced from 
the same original photograph, 
using photographic methods. 
While the photo used for the 


conversions was similar to the 
one used for the NBC ad shown 
above, it was a different pose and 
had different lighting. 

The first illustration shown on 
the opposite page was produced 
by Walter Burrows of Bryant 
Burrows & Associates (formerly 
Tri-Color Studios), Chicago. Mr. 
Burrows, a specialist in develop- 
ing new photographic reproduc- 
tion techniques, came up with a 
new process (called “Tri-Tone’’) 
especially for this AR project. 
The process is similar to tech- 
niques which photographers have 
long used to obtain mezzotint 
effects. However, it involves use 
of newly available materials 
which permit a greater tonal 
range and faster service. 

The second illustration is a 
Line-Photo reproduction pro- 
duced by Warwick Typographers, 
St. Louis. The technique for pro- 
ducing such conversions was de- 








on 


ORIGINAL 
PHOTOGRAPH 


from PHOTOGRAPH 


scribed in detail in the December 
AR (“Photography to Line Art,” 
page 59). 


> Both of these illustrations were 
straight zinc line engravings and 
involved no retouching or en- 
graver’s “extras.” 

Two other methods for han- 
dling tone-to-line conversions 
are illustrated on page 62. The 
first is the work of Martin J. 
Weber Studio, New York. The 
Weber organization has_ long 
been recognized as a leading pro- 
ducer of line conversions and 
offers a variety of different tech- 
niques. 

The other method is the oldest 
of the lot — the ageless wood 
engraving. The examples are 
Santones produced by Sander 
Engraving Co., Chicago, the 
world’s largest maker of engrav- 
ings on wood. 


> The advantages of these tech- 
niques are obvious. First of all, 
for most admen there is the ad- 
vantage of engraving economy. 
For example, a 120-screen copper 
halftone of the size of the Tri- 
Tone illustration above would 
have been billed at 152 units on 
the standard photoengraver’s 
scale, with outlining increasing 
the cost by at least 50°%. The 
illustration used, however, was 
prepared as a zinc line cut and 
billed at 112 units. In other 
words, the engraving cost for an 
outline halftone would have been 
more than double the cost of the 
zine line cut used. 

Another obvious advantage is 
the clean-cut detail possible even 
on the poorest grade of newsprint 
or other rough-textured stock. 

The big advantage, however, is 
probably the one which NBC was 
seeking unusual and dramatic 
effects. 44 
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Martin J. Weber Studic 
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GLOSSY PHOTOS 
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our customers 
say so and 
keep coming 
back year 
after year. 
Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 
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The Weber Process . . . For many years, 
the Martin J. Weber Studio, New York, 
has been a recognized leader in develop- 
ing new techniques for converting con- 
tinuous tone copy to line art. These ex- 
amples show three of the most popular 
Weber conversion techniques. In addition 
to black-and-white conversion work, 
Weber has developed a special ‘Poster 
Tone’’ process for simulating four-color 
process reproductions through use of four 
line engravings 


Santones The old-fashioned wood cut is far from dead 
Today, it is frequently used to convert continuous tone copy 
to line art. These three examples turned out by The Sander 
Engraving Co., Chicago, show applications of modern wood 
engraving. While the skilled hand craftsman is still vital in 
the production of wood engravings, photography and me- 
chanical equipment have entered the picture. Even with the 
modern approach, however, the wood engraving offers the 
greatest possible variety in line art techniques 





"Wort be any crumbs‘. 


‘Drake's 


POUND CAKE 


Drake’s Posters 
Sell Drake’s Cakes 


By P. K. Thomajan 


A series of posters that have be- 
come the apple of the passerby’s 
eye .. and getting a big visual bite, 
are the award-winning Drake’s 
Cake posters. They are real stop- 
pers! What’s more, they have that 
rare virtue of being supremely nat- 
ural and utterly unstrained in their 
instantly appealing approach. 

They are sired by an organization 
which has a long list of thorough- 
breds running in the field . . win- 
ners in the grand (advertising) na- 
tionals . . Jell-O . . Beechnut gum, 
Life Savers of course, you can 
identify the agency, none other than 
Young & Rubicam. 


> These posters, now swinging into 
their third have sustained 
their easy out-front visual stride. 


Art Seller, Y&R AD on the account, 


year, 


The cutest kids on the highways are those on Drake's posters, 
who have succeeded in keeping this brand name recognition 


extremely high in the Drake trading area. 


when questioned about what makes 
the public go overboard for these 
boards, modestly remarked, “We 
just used tried and true ingredients 
with a strong dash of Jack Welch’s 
art which did the trick.” 

Drake has 


dollar’s 


received a “million 
worth” of attention and 
response for a_ considerably less 
sum, just because the available 
budget has been judiciously admin- 
istered. 


> For several years, Drake's boards 
featured straight appetite appeal in 
both copy and illustrations one 
good way to do a competitive selling 
job. However, both client and agen- 
cy decided that it might be worth- 
while to try another successful sell- 
ing device human interest in 
combination with appetite appeal 
So, the present approach was hit 
upon, where the copy deals with 


human situations as well as_ the 
product. It does not say in so many 
words, “This Drake product is bet- 
ter.’ But it conveys in a warmer, 
more human way a way that is 
believed will give the Drake name 
and product featured a longer life 
in the memory of the public, a way 
which should give the prospective 
buyer a warm friendly desire for 
Drake's cakes. 

As in previous all-out appetite 
appeal boards, each Drake 24-sheet 
features one specific item in the 
Drake line. Designs are developed 
which contain something of human 
interest or emotional memorability 
without losing product identification 
reminder. 

The thinking here is that the first 
job of Drake’s posters, even before 
they do a job for individual prod- 
ucts, is to do a job for Drake’s 
for the Drake line. This means more 
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Art with Charm 






Drakes 
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“Wake up, Sleepy! We're having 


) Dra kes —— 


. This group of children, painted by Jack Welch, radiate charm 


and sell Drake’s products. Messages are kept simple, and designs are equally effective 
as a 30-sheet poster and as 4x8’’ miniatures for point-of-purchase. 


than with a dominant 
logo. It means being prepared to 
lose something of “still-life” appe- 
tite appeal in favor of more human 
warmth. This ambition to do more 
for Drake’s over-all, to put more 
feeling into the boards, while con- 
tinuing product reminder, presented 
quite a challenge. 


continuing 


> The objective was to find some 
way to engage the attention of 
women. Since women stop to look 
at images of kids, it was decided to 
get Jack Welch to brew a batch of 
them to appear on the Drake boards. 
Mr. Welch has a positive genius for 
drawing perky, likeable kids — 
having to his credit the unforget- 
table young ‘uns appearing in the 
Bird’s-Eye ads. 

What he produced was not pretty 
curly-haired but real down-to- 
earth kids alive, vigorous and 
full of mass appeal. None of these 
youngsters are slicked up. In fact, 
they’re actually homely in a cute 
sort of way, which generates a tre- 
mendous amount of sympathy. They 
have a certain look that immediate- 
ly identifies them as members of 
the Drake family, which makes 
them growingly valuable entities. 

These realistic caricatures ginger- 
ize the personalities of these kids. 
Situations involving fictional testi- 
monials are close-up, showing only 
heads, shoulders, hands and prod- 
uct, and each one gets across a story 
by suggestion or implication. Ex- 
pressions are devised that make 
these Drake’s Cakes one of the most 
coveted of eatables. 

AD Art Seller frankly remarks, 
“These posters do not aspire to be 
symbols of advanced advertising, 
but they’re awfully basic and they 
connect. Thus far, the favorite is 
the one with the black eye.” 

Among the products presented on 
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this series besides Pound Cake are 
Drake’s Coffee Rings, Devil Dogs, 
Yankee Doodles and Fudge Sand- 
wich. 


> The routine for creating these ads 
is fairly simple. Ideas emanate both 
from the copy and art department. 
The two try to work as a team. Six 
designs are required for an annual 
campaign. Ten are prepared and the 
six recommended usually get ok’s. 

Hand-lettering is used instead of 
type because it is more playful and 
has bounce. Silhouette images 
against a lot of white space are 
employed as much as possible be- 
cause it is found that this kind of 
effect tends to work a lot faster 
than those with involved back- 
grounds. 

Postings are made in areas where 
Drake has distribution — metro- 
politan New York, New Jersey, 
upper New York state and through- 
out New England. Since these post- 
ers are so well liked, they are often 
repeated at three to four month 
intervals. In a given locality, post- 
ings are made in nearby pairs, 
which intensifies impact. 


> Enhancing the effectiveness of 
these boards is the swing by Y&R to 
a 30-sheet board, which provides a 
bigger image. The agency felt that 
there was an unnecessary waste of 
considerable space around the mar- 
gins of a poster, so Y&R was among 
those who urged the adoption as 
a standard of the larger size, for 
which there was a negligible in- 
crease in production and posting 
charges. 

The effect of these posters is 
riveted at the point-of-purchase by 
the distribution to dealers of 4x8” 
miniatures of boards in full color. 
These are periodically left at stores 
by delivery men and dealers tape 





these reminders on windows or tack 
them on to cake racks. They give 
that extra push which puts a sale 
over the line. 


> The entire Drake advertising 
budget goes into billboards for some 
very definite reasons. Through 
posters, it is possible to reach all 
elements of the public. The medium 
enjoys continuity of impression on 
the market and throwing enough 
advertising into one medium de- 
velops considerable sales influence 
Above all, these posters can go all- 
out in showing a product in full 
color, which creates vital appetite 
appeal. 

Yes, sales for Drake’s Cakes have 
shown some nice gains since Jack 
Welch’s kids have gotten into the 
picture. They make the most naive 
and disarming salesmen which 
mothers just can’t resist! 44 


Offers Price List on 
Commercial Comic Books 


Price lists and sample _ booklets 
are available from Feature Publica- 
tions, New York, producers of com- 
mercial comic books. 

Price quotes cover booklets rang- 
ing from four to 32 pages in 
quantities from 100,000 to 1,000,000. 
Services include storyline, scripts, 
illustrations, lettering, four-color 
engravings, paper, printing, binding 
and packing. 


. for more details circle 126, page 97 


New Lens Increases 
Angle of View 


A new lens developed by Curtis 
Laboratories, Los Angeles, provides 
for the first time a wide angle 
capability on the one-shot color 
separation camera. 

With this lens, named the Curtis 
Color Stellar, it is possible to make 
color separation negatives on or- 
dinary black and white panchro- 
matic film directly from a moving 
subject with a camera angle of view 
of 60 degrees. Previously, the angle 
of view was limited to about 38 de- 
grees. 

The Stellar, with a focal length of 
133mm and a maximum aperture of 
f/5, has already been produced for 
Curtis 4x5 color cameras. A 90mm 
Stellar for the Curtis Press Special 
214x3'% color camera is now in pro- 
duction. 

The Stellar is mounted in a Syn- 
chro Compur shutter with speeds of 
from one second to 1/400 second. 44 
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REALLY 


A few provocative comments 
on the development of 
typefaces through the 
years, including today. 


By A. Raymond Hopper 


Forward-looking typographers 
seem to have a happy time trying to 
outguess every one else as to how 
type preferences for tomorrow’s ad- 
vertising display will trend. Each 
wants to be ahead of the first to 
predict successfully how popular 
taste will develop. 

But it isn’t always easy to be 
sure just how the current flow is 
running, with such a vast variety of 
starts and dead ends, straight runs 
and eddies and mixtures as so many 
huge. advertising appropriations 
make possible these days. Perhaps, 
instead of spending all our time 
speculating on problematic futures, 
there might be some gain in per- 
spective if we cast a_ thoughtful 
glance over a considerable stretch 
of the past, in order to appreciate a 
little more clearly what we have 
come from and to what we have ar- 
rived. 


> Right now, and for some long time 
passed, the dominant characteristic 
display type forms are, on one hand, 
various modifications and mixtures 
of Gothics, Sans Serifs and Modern 
Romans, all with clean lines and 
sharp edges, including photofaces 
patterned after the Bodonis, Didots 
and Litho Romans. 

On the other hand, there is a 
deluge of simulated hand-drawn 
letter forms that are usually more 
or less cursive, generally imitative 
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of a shipping clerk’s brush marking 
on packing cases, and trying their 
hardest to look like anything but 
type. (And in the last point suc- 
ceeding remarkably well, though 
that’s no compliment! ) 

Let’s contrast this, for what it may 
be worth, with a type style, rugged 
romans, that swept over this coun- 
try half a century ago, and espe- 
cially the face that was acknowl- 
edged “the best of the group,” 
Roycroft. 


> In the late 1890's, on the art staff 
of The Saturday Evening Post, 
Lewis Buddy III was doing decora- 
tive pieces in woodcut style. He was 
the only staff artist then permitted 
to handletter his own headings. A 


Rugged Face 
Lewis Buddy around 1900, was a sturdy 
face with character. The original (Fig. 1, 
below) was altered by the founder and 
was released with some modifications 
(Fig. 2, left). 


Roycroft, designed by 
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Exhibit A . . . Unreadable? 


few years later, Lew had become 
art editor of The Chautauquan, in 
Cleveland. One day he received a 
telegram from J. W. Phinney, then 
manager of the Boston branch of 
American Type Founders, ordering 
drawings of a complete font in the 
style of letter Buddy had formerly 
used for his headings in The Post. 
These were completed and mailed 
to Boston the same day. 

Type design of today has come a 
long way from the rugged faces of 
the early 1900's. Now, T-square and 


How to build into an office tayout 
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Exhibit B . . . Insouciance? 


triangle or an engraver’s burin often 
officiate at the birth of a new letter 
form; then were the days of hand- 
hammered brass ornaments, hand- 
tooled leather, and hand-wrought 
furniture that, as William Morris 
had said, you “could pound with 
your fist without fear of breaking.” 

In that period of virile individual- 
ism, Buddy’s new face, Roycroft, 
reigned supreme. It had a long pop- 
ularity, and is still used occasionally. 
Whether that style or our present 
mechanicalism is superior, each 
modern critic must judge for him- 
self. 

Even from the beginning, there 
must have been some mental reser- 
vations. In ATF’s 1912 catalog, the 
face had undergone some modifica- 
tions of the original design, and was 
bolstered with several chap-book 
style borders of the foundry’s own 
designing. Figure 1 is a reproduc- 
tion of a photograph Lew Buddy 
made of his drawing before sending 
it to Mr. Phinney. Figure 2 shows 
the font as the foundry cut it. Ob- 
serve the general narrowing, the 
addition of ligatures, and alternates 
of some letters drawn by the found- 
ry’s artists, and the elimination of 
diphthongs the creator of the face 
had included. 


> Incidentally, Mr. Buddy also de- 


signed Plaza, purchased by ATF but 
never cut; Thorn, a letter with a 
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Exhibit C . . . Breath of Sanity? 


Popular Adirondack Mountain Hotel 
Proves Sprinklers “Good Business” 
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Exhibit D . . . Almost palatable? 
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thorn serif with rounded points, cut 
in three sizes; and Tabard, produced 
a year or two after Roycroft was 
presented. 

But Roycroft was the unchal- 
lenged chief of the “rugged” clan 
of types. No face ever introduced 
became so widely popular in so 
short time. Soon after the foundry’s 
announcement of the new face was 
distributed, seven tons had been 
sold. A year later, in a single day, 
10,000 pounds of Roycroft types 
were shipped from the Boston 
foundry all over the world. A single 
western daily paper ordered half a 
ton for its own use. 

Roycroft was the first type that 
American Type Founders cast as 
large as 96 and 120 points in metal, 
instead of cutting these weighty 
sizes in wood, as was then cus- 
tomary. Advertisers gloried in Roy- 
croft. Newspapers all had it for 
display purposes. For twenty years 
or more, it was the inspiration for 
most hand-lettering, especially in 
direct-mail advertising. 

But the rugged faces fell from 
favor with the advent of the Bo- 
donis. Even the colorful Cloisters 
and Goudys, with their flavor of the 
15th century, delayed only relative- 
ly briefly the “modern” trend. 
Typographers in Germany, and to 
some extent in France, were ex- 
perimenting in simplification and 
directness. 

Advertisers over here yielded to a 
sort of typographic insanity, became 
drunk on black ink in the shape of 
Ultra Bodoni, Sphinx, Broadway, 
Metropolis, Greco Bold, even Coop- 
er Black, and 24-pt. black rules to 
fill up any otherwise unused spaces. 


> Then we woke from these orgies 
to welcome a new German muse — 
the chaste, dignified, stylized forms 
of the Futuras and Kabels. As we 
became more and more under the 
influence of the Sans Serifs and 
then the Square serifs, we grew 
increasingly careless of the fine new 
ways we had learned to use them. 
We choked them with lack of the 
abundant air they demanded, mixed 
them with the stiff and gawky 
Gothics we had for years been wont 
to despise, played tricks with one 
sort of meaningless melange after 
another. 

Now our problems have become 
still more complicated by the advent 
of photo-lettering. Atrocities in 
letter design we used to be spared 
from, if only because they couldn’t 
be produced in hard, solid, movable 
types, are now common. The costly 
and difficult art of “fitting,” so es- 
sential to the casting and good use 
of type, has flown or been kicked 
out of the window. An apparent 


aim of much modern hand-lettering 
seems to be to have one character 
tread on the heels of another, often 
disdainful of whether both are even 
on the same base line. 


> Anything goes, if only it can be 
kept from looking like type, as in 
Exhibit A. If that makes it less 
easily readable, so much the better; 
the reader maybe will spend more 
time deciphering it! 

Or (see Exhibit B) an air of 
insouciance might be gained by 
busting into a display line of the 
latest Sans Serif with a word in 
badly executed paint-brush writing. 
Anything to prove “there ain’t no 
law against it.” 

A refreshing breath of sanity (see 
Exhibit C) occasionally is discov- 
ered using a modern Clarendon, 
even if we do have to take it with 
a Sans Serif and Garamond, surely 
odd bedfellows. 

And even the grotesque extension 
of a most modernized Sans Serif 
(see Exhibit D) can be made cer- 
tainly striking and almost palatable 
by sensitive and sufficient spacing. 


> There was a warmth of feeling in 
the rugged types that is hard to 
sense in our sleek present-day pro- 
ductions. Perhaps it shouldn’t be 
expected. I have no desire to turn 
time back five decades, or even one. 
But the purpose in using type at all 
is to aid in a complex merchandis- 
ing process ... to help sell goods. 

That is not going to be promoted 
by the typographical debauchery 
and anarchism which is so increas- 
ingly the glaring feature of modern 
display. Bashing all laws because 
we object to restraint is not prog- 
ress, and it doesn’t improve sales- 
manship in print. 

Laws of social conduct are de- 
signed to make society free, not 
fettered. Well-tried laws of good 
typography are for the sake of fa- 
cilitating readability and idea ac- 
ceptance. It matters not a _ jot 
whether the types used are rugged 
or smooth. Roycroft and the mod- 
ern Sans Serifs both have their 
selling value. But self-discipline 
and restraint and innate good man- 
ners are vital to all genuine cre- 
ativeness. 

Many type faces of today have a 
wealth of beauty, finesse and sug- 
gestiveness undreamt of half a cen- 
tury ago. But, perhaps for that 
reason, they demand more skilful 
handling. They have no legitimate 
place for display of the personal 
psychoses or egotism of the pro- 
duction man or art director. 


> The rugged types of five or six 
decades ago came, as some other 
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things did, as a direct result of an 
effort to correct typographical cru- 
dities and uncouth fads of the pe- 
riod just prior. Bodoni’s types of a 
century earlier were intended as a 
frank and valid play to the galleries 
of his time. Sans Serifs were born 
out of much travail in a_ studied 
attempt to rise above sheer stodgi- 
ness and endless inbreeding of 
classic forms. 

All true advancement in typog- 
raphy throughout the ages has been 
in response to an urge to rise high- 
er, step by step. It has never been 
achieved by mere frenzy of transi- 
tory stunts. 44 


The Latest. . 


New Type Showings 
From Many Sources 


New type specimen booklets for 
line-casting, phototype machines 
for the Teletype setter 
all come in for their share of at- 
tention in the latest showing offered 
by companies both here and abroad. 
Here are a few of them. 


and even 


Imperial A 
Faces Only let, 


32-page book- 
“Imperial by 
Intertype,” is de- 
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How to Save Your 
Typographer’s Time 


Here are seven money-saving sug- 
gestions, reprinted from “Type Talks,”’ 
published by the Advertising Typog- 
raphers Assn. of America Inc. 


1. Complete instructions, properly 
cast copy, careful layouts, legibly 
marked specifications, well visualized 
type styles and combinations all help 
to prevent costly revises. 


2. Give your typographer clean, orig- 
inal typewritten copy or first carbon. 


3. On long digs, supply more than 
one copy of copy, if possible. This 
expedites shop routine. 


4. If your copy is badly marked up 
or written over, re-type it. Better to 
take ten minutes of a stenographer’s 
time than ten minutes of everybody 
else’s: markup man, machine opera- 


voted exclusively to a showing of 
Intertype’s own Imperial faces de- 
signed by Edwin W. Shaar, Inter- 
type art director. 

Fashioned for maximum read- 
ability in narrower newspaper col- 
umns, Imperial preserves word 
count while retaining a clean, open 


fine typography 


CHICAGO 
LOS ANGELES 


tor, makeup man, proofreader and 
foreman! 


5. Give complete instructions on 
proofing. Specify the number of 
proofs desired, the kind of stock, the 
width of margins. 


6. Supply an accurate tissue !ayout 
showing true dimensions of ads and 
plates. When time is precious, it’s 
wise to have silverprints sent from 
the engraver to show precise posi- 
tioning of the various portions of the 
ad. This saves costly re-setting. 


7. Avoid, if possible, that grim word, 
“RUSH.”’ It breeds errors, needless 
expense and easily-avoided grief. It 
often has three or four men jostling 
each other around a composing stone 
to produce in one hour what one man 
might have composed more economi- 
cally, and with more _ typographic 
nicety, in two to three hours! 


appearance. Not a condensed type, 
Imperial saves space by skillful 
fitting. Its firm serifs and hairlines 
are said to provide excellent stereo- 
type reproduction. 

The booklet shows 20 fonts in- 
cluding sizes from 5% through 12 
point and three fonts of 8 point for 
the Teletype setter. Companion 
bold and italic faces are included. 
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Fotosetter 
Type Faces 


Another Inter- 
type booklet is de- 
voted to showings 
of Fotofont types to be used with 
the company’s Fotosetter machine. 

A wide variety of designs is 
offered, both in conventional faces 
and some brand new ones. Among 
the new ones are several Futura 
faces and Monterey—a script type 
which takes advantage of the Foto- 
setter’s ability to set joined letters. 
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New Showings 
From Germany 


Berthold Type 
Foundry’s new 12- 
pagespecimen 
booklet is devoted exclusively to 
two of its outstanding faces- 
Post Title and Post Roman. The 
types are produced by Berthold 
Type Foundry, Berlin, West Ger- 
many. Post Title Light and Post 
Title Medium are presented in 
sizes from 6 to 48 points. The 
bold version is shown in sizes up 
to 72 points. 

Post Roman is shown in light, 
medium and bold in sizes corre- 
sponding to those listed above. In 
addition, a fourth version—Post 
Italic—is presented with specimens 
ranging from 8 to 42 points. 
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Reproducing Plant 
Diagrams Made Easy 






How to reproduce diagrams of 
plant layouts quickly and easily is 
explained in “The ABC of the Re- 
pro-Templet Method of Plant Lay- 
out,” a brochure, complete with 
sample materials, distributed by Re- 
pro-Templets Inc. 

With a film grid sheet of proper 
size and an assortment of templets 
(tiny diagrammatic cut-outs of 
office equipment, trucks, machinery, 
etc., drawn to scale) it is possible 
to construct almost any conceivable 
plant or office layout on film, to be 
used as a master for reproduction 
in quantity. 

The samples accompanying the 
booklet include a film grid sheet, 
marked off in a %4” scale, and an 
assortment of sample templets. The 
company manufactures 10,000 dif- 
ferent stock templets, including all 
types of plant and office equipment. 
The transparent templets blend in 
to the grid paper after mounting, 
making it unnecessary to cut them 
out carefully on the outlines. They 
have an adhesive backing which 
makes them self-sticking but easy 
to remove and transfer. 
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Westvaco Gives Swatch 
Books a Facelifting 


Something new in swatch books 
has been introduced by West Vir- 
ginia Pulp & Paper Co. Westvaco 
has given its swatch books a face- 
lifting with full-color cover illustra- 
tions showing at a glance what the 
paper inside is used for. 

Three swatch books in the new 
series have already been _ issued. 
They measure 6x9” and present re- 
spectively Westvaco’s Clear Spring 
bond, duplicator and ledger papers. 
The cover of the bond swatch book 
identifies the type of paper inside 
with an illustration of a desk top 
on which typewriter, file basket, let- 
ters and memoranda are artistically 
arranged. A subtle note is intro- 
duced in the colors which 
match those of the swatches inside. 

Another desk top decorated with 
account books and an adding ma- 


cover 


chine identifies the cover of the 
Clear Spring ledger swatch book, 
while a duplicating machine and 


appropriate paper adorn the cover 
of the book presenting a mimeo and 
duplicating paper swatches. 

The books were produced by 
Monogram Art Studio’s Frank Mayo 
and Art Seiden, under the art direc- 
tion of James Robertson, Fuller & 
Smith & Ross, Westvaco’s agency. 44 


arwick Typographers 





now offer 
the greatest selection 
of Fotosetter Type Styles 


in the world. 


NOW you have even more photographic 


composition styles and sizes with which to work ...more 


than 900. Warwick’s Fotosetter machines offer you unexcelled 


flexibility, quality and service for your typographic needs. 


Give your layouts the clean, crisp, sharp 


look of Warwick photographic composition. Never a smudge 


or smear. Mark that next job 


“Warwick”. 





Just off the press! 


Warwick’s comprehensive new Typogra- 


phy Service Book featuring the new Fotosetter faces plus 


Flexset, Headliner, Monotype, Linotype, Ludlow and Hand 


Typography. Write for Warwick Booklet SB-32 TODAY! 


WARWICK J ypoqraphens, int. 


920 Washington Ave. 
PHONE CENTRAL 1-9210 ©» 
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MATS © STEREOTYPES © PLASTIC PLATES 
FILMOTYPE * CAMERA MODIFICATION 








° St. Louis 1, Mo. 


TWX SL48 


$ EY NO PHOTO-PRINT CHARGE! 
NO PHOTOSTAT CHARGE! 


RAPID 
FILM-LETTERING 


REDUCED OR ENLARGED TO FIT YOUR 
LAYOUT AT NO ADDITIONAL CHARGE 


Negative or Positive—No Minimum 


Prompt mail deliveries anywhere in U.S.A. 
Write for FREE Specimen Chart AR. 
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HOW TO SHOUT SILENTLY 
...1n the marketplace 


The key men in consumer marketing know all the fine points of 
this art. It consists of a handsome sign .. . brightly 
illuminated . .. distinctively designed . . . placed at the 

dealer’s door. We’re proud to be the designers 


and producers of such outstanding trade-markers 


for the leaders in industry. 


illuminated plastic 


signs of success 





Kmoxville, Tennessee 
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Grocers today resist mass displays of a single 
product, but Hawaiian Punch has broken 


through grocer resistance by careful study of their needs. 


By Phil Seitz 


One problem facing every manu- 
facturer selling in food stores is that 
of producing point-of-sale material 
grocers will use. There is no ques- 
tion that of the material designed 
for that purpose, more is thrown 
out than is used. 

In recent years, the concept that 
point-of-sale material must be 
adaptable to store-wide selling that 
benefits all departments, has made 
it even more difficult for a manu- 
facturer to get grocers to put up 
material which sells his product 
only. Many grocers are also follow- 
ing a policy that no outside display 
material be used only that 
which the store or chain itself pro- 
duces is used. 


> Despite these trends, this year 


Pacific Hawaiian Products Co., 
Fullerton, Cal., has been achieving 
noteworthy use of its point-of-sale 
materials which sell just a single 
line, Hawaiian Punch, and to a 
lesser degree, Hawaiian Nectar. 
The company’s success in getting 
grocers to use its display material 
is based on a continued checking 
of the trade to determine what is 
acceptable material, and the rea- 
sons people buy Hawaiian Punch. 
From such checking, Pacific 
Hawaiian, and its agency, Atherton 
Advertising Agency, Los Angeles, 
have gleaned these assorted facts: 


e Store banners or hangers should 
be approximately 35 inches in 
depth, with width proportionate. If 
hangers are deeper than this, when 
up they obscure the view of 
shoppers in the store. If not that 


deep, the banner-hangers lack im- 
pressiveness and are “lost”. 


e The size of the banners is im- 
portant in other ways. They should 
not be too bulky for salesmen to 
carry, nor too unwieldy for them to 
put up often from a high step 
ladder. Cost is also a factor. 


e Stack posters should be designed 
in proportion to a_ representative 
stack of the manufacturer’s prod- 
uct. Posters designed with mass 
displays in mind are too big be- 
cause, however desirable and 
sought, mass displays of a manu- 
facturer’s product are few and far 
between. Stack posters too small for 
an average display are unimpressive 
and lack impact. Pacific Hawaiian’s 
posters this year are designed for 
displays that are two cases wide, 
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Gert fore 
SA LE Sith HAWAIIAN PUNCH tt 


MODERN- GLO 


| MAKES A. PART, Wy f 
Hawaiian Punch makes a party. 
And you can make your party promotion 
a success by displaying this 


poster on a stack of 


Teaser Ad 


Cheesecake is used HAWAIIAN 


in business paper 


' 

| ads to introduce PUNCH 
| available sales aids 

| 





Girl does not come 
with poster 





WOT sust anotnen ROUND 
ADVERTISING CLOCK 


@ NEW SHAPE 

@ NEW STYLE ; 7 . 

@ NEW FEATURES with provision for enough wrap- method now being used. Comparing 

e a around to cover corners. However, last year’s material with that now 

ILLUMI a7 ; ; ; 

it is often difficult to get a two-case being used, Milton Zolotow, art di- 
wide display and next year posters rector of the agency, makes these 
will be of a size for one-case dis- points. 


a4 = V Oo A V '@) plays. 


e It was also learned that while 7 pea material featured - 
: , : conventional, full-color illustration, 
| grocers understand and appreciate drawn, of a Hawaiian scene, with 
the want of . the advertiser wo palm trees, leis, various fruits used 


put his product in the spotlight and in making the punch, and type 


dominate, so he can increase his added at the bottom. It was gay and 
sales, the arose wants a pleasing colorful, with no single color pre- 
store environment which encourages dominating. 

the shopper to buy in all depart- Current material places strong 
ments. The grocer doesn’t want emphasis on providing grocers 
banners too blatantly commercial. with the effect of the pleasing 
He has a store full of signs and atmosphere they desire. From an 
feels no need for more. art point of view, it considered the 
color environment in markets as 
being highly competitive. Looking 
for a color that would stand out in a 
pleasing manner, yellow was found 
to be little used, and compatible 
with a Hawaiian mood. 

In place of a drawing for the 
illustration, a photograph was used. 
A fashion photographer was em- 
ployed to achieve the mood of trav- 
el posters and a cosmetic ad 








> Having determined the feeling of 
market operators toward banners 
and posters, the next step, says Al 
Atherton, head of the agency, was 
checking to learn the reasons for 
Hawaiian Punch sales. In_ the 
opinion of grocers, Hawaiian Punch’s 
principal first appeal is in the name 
| itself. Repeat sales are good after 
DOUBLE FACED REVOLVING SIGN TO the product has been used, but the 
FEATURE YOUR PRODUCT OR PRODUCTS BY , ' 
COPY AND/OR COLOR TRANSPARENCY. ne Se believed to be the big fac- thus tying in with the romance and 
(ELECTRIC MOTOR GUARANTEED 1 YEAR) tor in initial purchase. 


Th “a h glamor attached to “Hawaiian.” 
WRITE FOR DETAILS li nageellee > — = oe We The name “Hawaiian Punch” was 
nel words or in “Punch.” It is in 
v 
mit jn. Co, terial personify the romance and 
926 STATE AVE., 


“H jan.” F thi ae completely integrated in the design 
. ‘ . 
b =, sian hee - ns hi . of the material. It is easily rec- 
i es a ognized, yet is highly decorative and 

is to make Hawaiian Punch ma- 

a glamor of the islands. — 
REPRESENTATIVES IN PRINCIPAL CITIES These assorted facts and findings 
led logically to the point-of-sale 





AT LAST a tow cost niuminaren 


contributed to the overall effect de- 
sired. The illustrations, one of 
which features a woman drinking 
from a distinctive shell, the other 
a man drinking from a similar shell, 
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In addition to the Type C prints which reproduce so magnificently, 
color transparencies of any size, as well as 
black-and-white prints, have as their universal source 
a color negative from Kodak Ektacolor and Kodacolor Films. 
Truly, a color negative in the art file is money in the illustration bank— 
ready to work for every advertising need. 


EASTMAN KODAK COMPANY « Rochester 4, N. Y. 


Photography: H. LANDSHOFF Reproduced from a Type C print—120 Kodacolor negative 
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When the “Signs” are Right.. 
YOU GET RESULTS! 


Signs by Texlite get results because they are 
designed right to deliver maximum sales punch 
.. they are built right to give long service with 
minimum maintenance..their quality reflects 
the pride you have in your own product or serv- 
ice. Select your own sign material: porcelain 
enamel or plastic or combinations of the two. 
Or consult with Texlite’s experienced design 


staff for sign designs that do the best selling 
job for you. 


\ See How Others Have Used Signs by TEXLITE to Gain 

\ Sales Objectives .. This 20-page, beautiful full- 
\ color booklet shows 101 signs built for some of 
\ the nation’s most sales-minded companies. 


Request your free copy on company letterhead. 


Builders of 
Quality Signs 
Since 1879 





3307 Manor Way Dallas, Texas 
Offices in Principal Cities 


The Only Publication REGULARLY COVERING 13 
SECTIONS OF ADVERTISING'S $3 BILLION MARKET 


® Signs and Id 
Materials 


© Photoengraving and ® Printing and Binding 
Platemaking 
® Window and Store © Art and Photography 


Displays 


® Typography and 


Layout 


© Audio and Visual Aids ° Paper 


® Labeling and 
Packaging 


Advertising Requirements 
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entification @ Radio and TV 
Production 


®@ Shows and Exhibits 
® Direct Advertising 


@ Premiums, Prizes and 
Specialties 


E. Illinois St., Chicago 
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are a strong focal point. 


> As a result of these creative con- 
cepts, the current point-of-sale ma- 
terial has two strong qualities: 


1. The pieces have an incontroverti- 
bly Hawaiian mood. 


2. There is a strong product identi- 
fication, integrated with the atmos- 
phere sought. The net result is the 
pleasing atmosphere effect grocers 
told Pacific Hawaiian they want. 


Following a long-time policy, the 
principal illustrations for the ban- 
ners and posters are identifiably 
related to those in the company’s 
advertising, which appears regu- 
larly in Everywoman’s, Family Cir- 
cle, Good Housekeeping, Parents’, 
Western Family, Woman’s Day and 
Christian Science Monitor. 

The photos for both were taken 
at the same time, using the same 
models drinking from the distinctive 


shell. 


>’ With these elements established, 
the next consideration was _ that 
Hawaiian Punch banners should not 
be swallowed in the space of an 
average market. To avoid this, each 
banner display was made into a 
unit of three pieces: a center ban- 
ner showing Hawaiian Punch, 
9x34”, flanked by two banners, 
25x34”, one featuring the man, the 
other the woman. All pieces are 
printed both sides in full color. 

The banner combination is de- 
signed as an atmosphere effect 
over-all, throughout the year. There 
is no element of timeliness. 

There are six “push” periods 
when sales potentials are greatest 
for Hawaiian Punch: April, which 
launches the drink season: the 
weekends of Memorial Day and 
July 4; around August 1, during 
the vacation season: Labor Day, and 
Hallowe'en. 

Timely stack posters, 14x21”, are 
used for each of these periods. 
When possible, these stack posters 
are designed so they tie in with 
the banners, when the basic em- 
phasis is upon the particular period 
for which they are used. 

Again, emphasis is on creating 
a friendly, pleasant feeling. All the 
stack posters carry a spot for price 
posting. But, in keeping with ob- 
jectives, the spot is so placed in 
the design that if it is not used for 
pricing, it is not noticeable. 


> Having prepared the kind of ma- 
terial asked for by the 80 food 
brokers handling Hawaiian Punch. 
their salesmen and grocers, the next 
job was to sell the sales organiza- 
tion on getting behind it. 





Selling to brokers and their sales- 
men on putting up Hawaiian Punch 
material, the company proceeds on 
the basis they are motivated by a 
desire to increase sales. When 
brokers and salesman are convinced 
of this, they can pass this feeling 
on to grocers. 

As an added assist to broker 
salesmen, point-of-sale material is 
merchandised to the trade via busi- 
ness paper ads_ using 
pictures with illustrations of the 
current push posters. These ads 
have served as welcome conversa- 
tion starters. 

When the salesmen go into a 
market to talk to buyers about using 
the material, they are frequently 
greeted with various versions of the 
question: “Do we get the girl too?” 


cheesecake 


>» Salesmen also work with a mer- 
chandising kit. The kit is contained 
in a 15x20” folder of simulated 
leather, on which each salesman’s 
name is imprinted. In the kit is 
an over-all schedule of magazines 
carrying Hawaiian Punch advertis- 
ing, with reproductions of their 
front covers to aid identification. 

In addition, each broker is given 
a specific schedule of the newspa- 
per advertising to be done in his 
territory. With the schedule are 
proofs of the ad to be run. To help 
the salesman be specific, each ad 
is numbered, and its size in lines 
shown. By this means a salesmen 
does not need to speak in generali- 
ties. He can state when ads will 
run, show how they look, and tell 
their exact size. 

Also included in the kit are proofs 
of available cooperative ad mats. 
When mats are sent they are inked 


Mass Display . . . 100 cases make up 
this eye-stopper in a Seattle supermar 


ket 








Something for Nothing ! 


VALUABLE ADVERTISING SPACE IS THERE... 


GET IT FREE with the NEW MAGIC MEDIUM 


F REE ! Let us submit color 


sketch of your name or trademark 


for fabric design. No obligation! 


Send for FREE Idea Booklet 
on Logo Drape Usages 


HOLLYWOOD 
Loge Display 
DRAPES 


Discover the visually dynamic 
approach used in achieving 
attention-compelling impact with 
space that has never before been 
utilized to its fullest potential. 
Hollywood Logo Display Drapes 
fit everywhere (even into small 
budgets) nothing else is so flexi- 
ble...so versatile...so easy to 
use. Save money by eliminating 
professional display men... you 
“do it yourself’! 


The Perfect Way to Glamorize Your 
Name... Trademark ... Product... at 
Trade Shows, Fairs, Sales Meetings... 
in Window Displays, Showrooms, Stores. 
Ideal for backdrops, drapes, covers, even 
jackets! Dry cleanable...Flameproof! 
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HOLLYWOOD BANNERS Logo Drape Dept. 


Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners 


116 East 32nd Street 


Palette Patter keeps 
you posted on the latest 
and best in artist materials 
and equipment. Get your 
copy Write to 


Dept. AR-13 


PN Se ee gg 8 oe et 
6408 WOODWARD AVE 
DETROIT 2. MICH 


beeland-wood films, inc. 


productions — from research to 
release also complete film 
laboratory services. 


752 spring st. n.w. atlanta 8, ga. 


New York 16, N. Y. ° 


TELEPHONE: OR 9-4790 


STIVERS STUDIO HANDBOOKS 


Ready to use Attention-Getter Cartoons! 
New 1000 proof Stivers Handbook #10 now 
ready for Licensees. Either $2 fee-per-use or 
$9.95 monthly subscription. Only art service 


limited to recognized agen 
Advertisers. Free Folder 
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AN FRAN ALIFORNIA 


es and Nationa 


You Don't Have To Be An Artist To Use A 
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VARIGRAPH Company, Madison |, Wis. 


1958 - 


January 





because it has been learned through 
| experience that often mats are not 
used simply because the person re- 
| ceiving them cannot easily make 
out what they are. 


> The new type of banners and 
posters was introduced early last 
year. Pacific Hawaiian reports sales 
went up substantially. Last August, 
when the company’s five district 
managers came in for a meeting, 
they were enthusiastic about the 
new approach and asked that it be 
followed next year. 

The managers reported they were 
able to get display material in mar- 
kets they hadn’t previously been 
able to crack. And there were many 
reports that grocers who do not use 
such material at all, found it ac- 
ceptable and put it up. 

The final proof of the popularity 
of the new concept is found in the 
fact that usually Pacific Hawaiian 
makes an annual order of point-of- 
sale material and_ that 
through the year. 
the first time, 





y° . 
i Attractive 
Advertising o. vusixes 


cars without any marring or dam- 


age to car. No holes to drill. Signs 
are removable in one second. Quick 
easy economical copy changes. 
“These are only part of many ad- | 
vantages had with exclusive pat- 
ented Bumpa-Tel Signs.” 

FLEET OPERATORS: Take | 
advantage of the advertising value 
of your cars. 


ADVERTISING AGENCIES | 
AND SIGN COMPANIES: | 


Sell these to your customers. Write 
us for details. 


carries 
Last August, for 
it was necessary to 
make a 50% re-order to keep up 
with the demand from salesmen 
who find that when display ma- 
terial goes up, so do sales. 44 


Piggy-Back Signs 
Now Going to Sea 


ee 


The use of porcelain enamel signs, 
for the sea-going 
“piggy-back” 





equivalents of 
trailers shipped by 
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match the 


ANSWEER: 


“You can, 
FILM in preP 


You can now see precisely 
what the art looks like in 
color before making costly 
plates or pulling color 
proofs. 


| CauolTaK | 
Trancparent Color 


Acoiate Shook 


MATTE-FINISH ACETATE with SPECIAL WAX ADHESIVE 


52 different transparent colors; all matched 
to standard printing inks...including GOLD, 
SILVER and 6 BRILLIANT DAYLIGHT FLUORES- 
CENT COLORS. 


Ask your dealer or write for 


Color Guide Swatch Book $200 


Roadside Demonstration . . 


CELLO-TAK LETTERING CORP 





‘hie A 20 Oa TREET. NEW YORK 36, NY 


meeting attended by 250 executives 
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rail, has been announced by the 
Sea-Land Service of Pan-Atlantic 
Steamship Corp. 

The signs will be made of por- 
celain enamel because of its resist- 
ance to salt spray and will feature 
a red, white and blue color scheme 
in their intercontinental travels. 
They will be manufactured in two 
sizes by the Ingram-Richardson 
Mfg. Co., Beaver Falls, Pa. 44 


Information Bureau 
Opens for Displayers 


The opening of a Permanent Dis- 
play Information Bureau has been 
announced by the National Assn. of 
Permanent Display Producers, New 
York. 

Established as a service to Asso- 
ciation members, ad agencies and 
advertisers, the bureau will offer a 
variety of services including: 


® the latest information on per- 
manent p.o.p. and self-selection dis- 
plays 


@ details on successful case his- 
tories involving the use of such dis- 
plays 


® facts on the industry’s new code 


of ethics 


® news of new materials, 
and trends in the field. 


designs, 


In addition, special material will 


be available on the use of perma- 





. This array of colorful, illuminated plastic signs was a 
highlight of Plasti-Line’s seventh Sign Clinic. To demonstrate the variety of design 
and effects possible in this rapidly-growing medium, 
long display along Airport Road, Gatlinburg, Tenn. in conjunction with its three-day 


the company built a two-block 





You can’t beat S&V color for added dimension 
and sales appeal! And, you can’t match S&V inks 
for top press performance on any job you run! You’re assured 
of these effective results because every pound of S&V ink 
is pre-engineered for premium performance and maximum economy. 
It’s these characteristics, “built-in” during the quality- 
controlled manufacturing process, that make S&V the superior 
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printing ink. And it’s this same careful engineering approach 
that produces S&V’s extra economy—a mileage bonus that 


lowers your unit cost with more impressions per pound, 
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while meeting your specific requirements. Why not join 
other advanced printers who have discovered the advantages 
of S&V’s engineered color! Remember, with today’s inks— 
for real economy .. . for top performance... 


for greater sales—you can’t beat S&V! 


Sinclair and Valentine Co. 


Main Office: 611 WEST 123th STREET, NEW YORK 27, N. Y. 
STRATEGIC SERVICE PROVIDED BY OVER 45 PLANTS 








nent-type displays in a wide variety 
of businesses including home fur- 
nishings, department stores, liquor, 
automotive, supermarkets, har d- 
ware, etc. 











p Fr es h Further details on bureau facil- 

: _ ities are available from Barbara 

a Bi Pearce, NAPDP, 52 Vanderbilt Av., 

SUG New York. 44 
& an Push-Button Machines 
oR } Invade Merchandising 


HoT CHOCOLATE 


Automatic merchandising of an 
apparently endless variety of prod- 
ucts is now an actuality with the 
introduction of a new vending ma- 
chine by Pan-A-Vend, New York. 

Available in a variety of vending 
styles, the “Pan-A-Vend” can be 
ordered for the automatic merchan- 
dising of greeting cards, books, 
powdered foods, soaps, phono- 
graphs, etc. 

The unit for phonograph records 
will merchandise 12, 10 and 7-inch 
records individually or in combina- 
tion. An additional feature of this 
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Boost Your Sales with 


Self-Adhesive FasCal Signs 


Tell your sales story quickly and attractively at the point 
where sales are made! Then watch your sales curve jump. 
These signs made of FasCal Vinyl are really bright . . . stay 
bright, too, through daily washings. 
Anyone can put them on. . . just remove the paper backing 
and press in place. It’s there to stay. 
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Like to see samples? Write today! 


Fasson Products 


Dept. AIR 
250 Chester Street, Painesville, Ohio 
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And It Never Talks Back! .. . Automat 
ic salesman, ‘‘Pan-A-Vend,’’ gives im 
mediate service, pre-purchase listening, 
— , and gift stamps with each purchase 
Other units from the company vend 


c> be re ae | soap, books, cards, etc 
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CLOSED CIRCUIT 


e Closed Circuit TV System 
Planning, by Morris A. Mayers 
and Rodney Chipp, John F. Rider 
Publisher Inc., New York, 250 
pages, $10 Closed circuit 
television, as indicated by the 
examples cited in the accom- 
panying article, digested from 
this book, is growing by leaps 
and bounds. No individual who 
has anything to do with mass 
communications can afford to re- 
main in ignorance of the subject. 

This useful and well-organized 
book is divided into three parts. 
The first describes the many uses 
to which closed circuit tv has 
been put. The second explains 
how it works, while the third de- 
scribes the equipment that is 
available. 

Of equal value are the appen- 
dixes. Here are lists of producers, 
syndicators, service organizations 
and equipment manufacturers. 
There is also a special section on 
costs, allowing the interested 
reader to make his own rough 
estimate of what a project would 
require. 

The authors have had long ex- 
perience in electronics and tele- 
vision, and should be compli- 
mented on producing a clearly- 
written guide to a complex sub- 
ject. 


No adman can ignore this mush- 
rooming technique, which is 
being used in many fields of ad- 
vertising and sales promotion. 
From a new book, reviewed in 
the box on the left, AR presents 
reports of actual uses of this 
electronic development. A sec- 
ond report will appear in the 
February AR. 


Business Meetings . . It is safe to 
say that the value of closed circuit 
television for business communica- 
tion was first realized by the sales 
departments of industry. As _ far 
back as April, 1939, Kauffman’s De- 
partment Store in Pittsburgh used 
the medium to build traffic in its re- 
tail establishment. Subsequently, 
the expansion of broadcast tele- 
vision was expedited by the use of 
closed circuit tv to demonstrate re- 
ceivers in areas where broadcast 
stations were about to start opera- 
tions but were hardpressed to create 
their initial audience. 


> In September, 1950, Schenley Dis- 
tillers held what is believed to be 
the first intercity sales meetings 
conducted by closed circuit televi- 
sion. The occasion was the opening 
gun of an intensive campaign to 


stimulate the sale of Schenley prod- 
ucts during the approaching Christ- 
mas season. 

Typical store and window displays 
were set up on the stage of a tele- 
vision theater studio in New York 
where Schenley executives ap- 
peared on a panel before the cam- 
eras. Sales demonstrations were 
given by members of the Schenley 
sales organization and the general 
program, It’s Great to be with 
Schenley, included entertainment 
by tv stars. Transmitted to televi- 
sion studios and hotels in 18 cities, 
the telecast was viewed on receivers 
and studio monitors by about 1,800 
Schenley distributors and dealers. 

At the time of the Schenley tele- 
cast, the AT&T tv network barely 
covered the eastern half of the 
United States. As Schenley had dis- 
tributors and dealers in every state 
the law allowed, and they wished 
to reach them all, a 16mm kinescope 
recording was made of the telecast 
for delayed presentation in cities 
beyond reach of the coaxial cable. 
Nearly 4,000 salesmen saw either 
the live telecast or the sound film 


> The impact and economy of this 
form of sales meeting was immedi- 
ately obvious. In December, 1952, 
James Lees & Sons, carpet manu- 
facturers, included in their annual 
three-day meeting of staff salesmen 
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First for Sales 
1950 show originated 
in New York theater 

for 18-city circuit. 


a closed circuit telecast which em- 
bodied features not used by Schen- 
ley. It was transmitted to the same 
number of outlets, but the larger 
audience groups, which included 
personnel from stores carrying the 
Lees line, were accommodated in 
theaters where they saw the tele- 
cast projected onto motion picture 
screens. In the lobby of each theater 
actual carpet samples were dis- 
played to permit the audience to see 
colors, feel textures, etc. 

Outside, in front of the theaters, 
Lees parked station wagons 
equipped with carpet sample packs 
designed for selling carpet in cus- 
tomers’ homes. This feature of the 
local display tied in with one of the 
main themes of the telecast in which 
the general sales manager of the 
company pointed out that the home 
sales program had produced sales in 
approximately seven out of every 
ten homes visited, while stores re- 
ported sales of carpet to only three 
out of ten shoppers for such mer- 
chandise. 

The technical features of the tele- 
cast included several elaborations 
over the Schenley production. While 
the main program originated from a 
New York tv studio, a segment in- 
volving a well-known stage person- 
ality was picked up at, a theater 
studio operated by the same net- 
work. A sense of audience partici- 
pation was added by picking up 
comments from executives of stores 
carrying the Lees line in two cities 
included in the closed circuit. 

Visual features of the program in- 
cluded models walking down heavi- 
ly carpeted steps carrying carpet 
samples; rear projected background 
material to point up the oral pres- 
entations, and an illusion of the 
vice-president in charge of sales, 
seated at his desk, floating through 
the air on a “heavenly carpet by 
Lees.” 


Sales Meetings . . The first plunge 
having been taken by Schenley and 
Lees with stimulating results, other 








companies proceeded to look into 
the possibilities of this method of 
visual communications. While many 
of them were attracted primarily by 
its novelty, its repeated use by quite 


a few indicates that they 
other values in it, as well. 


found 


>» Among companies that have used 
it more than once is Armstrong 
Cork, which in 1952 staged a closed 
circuit telecast in color. Originating 
in Armstrong Idea House, it was 
transmitted to the company’s con- 
vention auditorium a little more 
than two miles away, where 500 
wholesalers, company salesmen, 
bankers and guests viewed the pro- 
gram on 16 color receivers spotted 
around the auditorium. 

In February, 1956, an Armstrong 
“news service” program, originating 
in NBC’s color studio in Brooklyn, 
was viewed by 8,000 architects, dec- 
orators, builders and designers 
gathered at 52 tv stations and 20 
hotels throughout the country. 


> In the fall of 1953, Esso Standard 
Oil was planning the introduction 
of a new premium gasoline to its 
sales and dealer organization. Top 
sales management wanted to de- 
liver the sales story with maximum 
impact to the 2,000 members of its 
own organization, and with some 
modification, to approximately 10,- 
000 independent dealers scattered 
over 18 states. Esso’s advertising 
agency suggested a closed circuit 
telecast transmitted to cities in 
which the company’s divisional of- 
fices were located. 

A combination of Esso executives 
and professional actors, guided by 
a well-known television and radio 
news commentator, provided the 
live action connected with the in- 
troduction of the new product, 
while a film made in the company’s 
research laboratories furnished vis- 
ual evidence designed to show its 
superiority over competing brands. 

Esso’s promotion and advertising 
manager presented previews of ad- 





vertising material available to sup- 
port sales efforts. Field executives 
were given an opportunity to ex- 
press their reactions to the new 
product by means of talk-back cir- 
cuits from the 14 reception points 
to the originating studio in New 
York. 

A kinescope recording was made 
of the entire program, and edited 
for dealer consumption. Fifty-eight 
prints of this 16mm sound film were 
rushed by air to Esso’s district of- 
fices within 72 hours of the tele- 
cast. District managers arranged to 
screen the film for the dealers in 
their respective areas using stand- 
ard movie projectors. In this man- 
ner, the company’s sales organiza- 
tion received the sales story direct 
from Esso’s top officials and it was 
passed on to the dealers with a 
minimum of dilution and delay. 


>» Of 2,500 independent travel agents 
from New York to San Francisco 
and Chicago to Miami who saw and 
heard top sales executives of Pan 
American World Airways forecast 
a record year for travel in 1954, 1,- 
200 of them saw the program origi- 
nate in a television theater in Radio 
City, New York. The rest gathered 
in theaters, hotels and _ television 
studios throughout the country to 
view the closed circuit telecast on 
large movie screens or studio moni- 
tors, depending upon the size of the 
audience. 

Pan American found this method 
of communicating with its agents so 
satisfactory that it used the medium 
again about six months later to 
reach 3,500 agents and shippers in 
21 cities from coast to coast. The 
all-star cast of this program in- 
cluded the president of Pan Amer- 
ican, the vice-president of traffic 
and sales, and the president of 
Douglas Aircraft Corp., who gave 
important information on new air- 
craft that Pan American put into 
service in 1954. 

This second closed circuit pro- 
gram stressed the use of air trans- 
port for business, mentioning cargo 
such as steam shovels to Spain, 


To Introduce Gas... 
Esso used executives 
and professional 
actors to deliver 

sales story. 


For Travel Agents . . . Officials of Pan- 
American Airways appear before tv cam- 


eras in multi-city circuit. 


produce to Paris, monkeys to Mon- 
tevideo. 


> Communication with widely scat- 
tered independent dealers has hith- 
erto involved time-consuming effort 
and substantial expense. This has 
been particularly true in the sale of 
such products as automobiles, elec- 
trical appliances, liquor, gas and oil. 

It is therefore not surprising that 
companies in these fields have been 
among the most prominent users of 
closed circuit television. On July 
18, 1954, for instance, the New 
York Times reported that ‘“West- 
inghouse Electric Corp. saved $375,- 
000 last week,” went on to state 
that it cost the company $75,000 to 
introduce its new line of appliances, 
television sets and radios over a 
closed television circuit to 2,000 dis- 
tributors and key personnel in 27 
cities. According to the Times, 
Westinghouse estimated that it 
would have cost $450,000 to do the 
same thing by the conventional na- 
tional sales meeting method, with 
its attendant costs of transportation, 
hotel accommodation,  entertain- 
ment, etc. 


> Just as television, as an advertis- 
ing medium, has in barely 10 years 
outstripped radio as a medium for 
reaching the mass market, so closed 
circuit tv is proving increasingly 
effective in motivating chosen au- 
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diences. In February and May, 1954, 
the Ford division of the Ford Motor 
Co. used the medium for this pur- 
pose with a one-two punch tech- 
nique. 

The first punch was a 1%-hour 
telecast originating from the com- 
pany’s styling center at Dearborn 
and transmitted to theaters in 35 
“district” cities throughout the U.S., 
where it was viewed by an esti- 
mated 50,000 distributors, dealers 
and their salesmen. Ford’s “top 
brass,” including Henry Ford II, 
participated in this general program 
designed to review the company’s 
progress and discuss with dealers 
some of the “facts of life” of the 
business. 

The purpose of the follow-up 
punch a few months later was to 
spring from the first telecast and 
launch a selling campaign that in- 
cluded an incentive program offer- 
ing prizes for effective producers. 
The cast of this program included 
company executives and top mem- 
bers of the Division’s general sales 
staff. Professional actors were em- 
ployed for some of the campaign 
discussion. 

In Ford’s opinion, this “one-two” 
program was of basic value in stim- 
ulating dealer sales effort following 
the 1953 recession. 


>» General Motors, for instance, pro- 
duced a very elaborate program in 
the fall of 1954 to celebrate the pro- 
duction of the 50 millionth GM car. 
It included specially written songs, 
glamorous dance numbers, magnifi- 
cent stage settings. The program 
originated in Detroit, where GM’s 
president, Harlow H. Curtice, de- 
livered the keynote address. Among 
the 60 reception points was New 
York’s Carnegie Hall, which was 
packed with some 4,000 General 
Motors’ distributors, dealers and 
guests. 

GM was also responsible for one 
of the trade’s most austere closed 
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circuit telecasts, when in March, 
1956, dealers in 38 cities saw and 
heard president Curtice describe 
new contracts between the company 
and its dealers in a straight speech 
that lasted over an hour. 


> We have seen that the first use of 
closed circuit television as a medi- 
um for communication with a deal- 
er organization was by a company 
in the liquor business (Schenley). 
Under present laws, this is just 
about the only way in which tele- 
vision could be used to sell any 
drink stronger than light wines or 
beer. 

In September, 1954, Frankfort 
Distillers Co. (now known as the 
Four Roses Distillers Co.) used the 
closed circuit medium in connection 
with its fall sales meeting for deal- 
ers. 

The company was faced with a 
rather unique problem in that one 
line which they wished to discuss 
was sold in only a part of the ter- 
ritory which was to be covered 
during the telecast. This problem 
was solved by delivering the “pitch” 
on that line during the first half- 
hour of the program, during which 
only the areas in which that prod- 
uct was sold were “admitted.” 

“Curtain time” in the remaining 
cities was set for one-half hour later, 
so that the last hour of the program 
was of interest to all the dealers 
who viewed it in 20 theaters across 
the country. At each theater, sales 
promotion material appropriate to 
the territory was distributed, in- 
cluding sets of whiskey glasses car- 
rying the Four Roses emblem of 
the company. 


> Though no figures are available, 
substantial economies were prob- 
ably realized by the Philco Corpo- 
ration, which has used closed cir- 
cuit tv on a number of occasions, 
the most recent being in May, 1956, 
when the medium was used to in- 
troduce a new line of home laundry 
equipment to an estimated 25,000 
dealers in nearly 100 cities. 
Similiarly, in December, 1955, 
General Electric’s Large Lamp De- 
partment released the news of an 
improvement in lamp-bulb efficien- 
cy, and reviewed progress. on 
other developments via a_ closed 
circuit telecast to 42 trade meetings 
across the nation. Kinescope re- 
cordings on 16mm sound film were 
made of the entire production for 
showing to later meetings in other 
cites. Such recordings are valuable, 
inexpensive by-products of a tele- 
vision presentation. 


Part II, in next month's issue, will cover 
sales training, promotion and merchandis- 
ing. 
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QUALITY HOUSES THAT OFFER A QUALITY LINE OF PAPER 


ALABAMA 
The Whitaker Paper Co. 
The Partin Paper Co. 
W.H. Atkinson Fine Papers 
ARIZONA 
Butler Paper Co. 


ARKANSAS 
Roach Paper Co. 


CALIFORNIA 
Carpenter Paper Co.t 
Carpenter Paper Co.t 


COLORADO 
Carpenter Paper Co.* 
Graham Paper Co. 


CONNECTICUT 


John Carter & Co., Inc. 
John Carter & Co., Inc. 


DELAWARE 
. Whiting-Patterson Co., Inc 


DISTRICT OF COLUMBIA 
. The Whitaker Paper Co. 


FLORIDA 
The Jacksonville Paper Co.t 
The Everglade Paper Co. 
The Central Paper Co. 
The Capital Paper Co. 
The Tampa Paper Co. 


GEORGIA 


The Whitaker Paper Co. 
The Macon Paper Co. 
The Atlantic Paper Co. 


IDAHO 
Carpenter Paper Co. 


ILLINOIS 
Bradner Smith & Co./ 
Dwight Brothers Paper Co.t 
Parker, Schmidt & Tucker Paper Co. 
Charles W. Williams & Co.* 


Decatur Paper House, Inc. 
Peoria Paper House, Inc. 
Irwin Paper Co. 

C. J. Duffey Paper Co. 


INDIANA 
. The Millcraft Paper Co. 


Indiana Paper Co., Inc. 


1OWA 


Carpenter Paper Co. 


Pratt Paper Co. 


Carpenter Paper Co. 


KANSAS 


Carpenter Paper Co. 
Southwest Paper Co. 


KENTUCKY 
The Rowland Paper Co., Inc 


LOUISIANA 


The D & W Paper Co., Inc. 


MAINE 


John Carter & Co., Inc. 


MARYLAND 
Garrett-Buchanan Co. 


The Whitaker Paper Co. 


MASSACHUSETTS 


John Carter & Co., Inc 
The K. E. Tozier Co.* 


John Carter & Co., Inc. 
John Carter & Co., Inc. 


MICHIGAN 


The Whitaker Paper Co. 
Central Michigan Paper Co. 


Detroit 
Grand Rapids 


MINNESOTA 


C. J. Duffey Paper Co. 
Inter-City Paper Co. 
C. J. Duffey Paper Co. 
Inter-City Paper Co. 


MISSISSIPPI 


Jackson Paper Co. 
Newell Paper Co. 


MISSOURI 
: Carpenter Paper Co. 
‘Acme Paper Co. 
Shaughnessy-Kniep-Hawe 
Paper Co. 


MONTANA 


Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 


NEBRASKA 


Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co.t 


NEW HAMPSHIRE 
John Carter & Co., Inc. 


NEW JERSEY 


Central Paper Co. 
Central Paper Co. 


NEW MEXICO 
..Carpenter Paper Co. 


NEW YORK 


Albany Hudson Valley Paper Co. 
Binghamtor Stephens & Co., Inc. 
Buffa Hubbs & Howe Co. 
Jamestowr The Millcraft Paper Co. 
New York City. Forest Paper Co., Inc. 
Holyoke Coated & Printed 
Paper Co.* 
Milton Paper Co., Inc. 
Pohiman Paper Co., Inc 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co.* 
Bulkley, Dunton, Far East} 
) Bulkley, Dunton, S. A.t 
) rempion Paper Corp., S.A.f 
Champion Paper Export Corp.t 
Genessee Valley Paper Co. 


NORTH CAROLINA 
Henley Paper Co. 


The Charlotte Paper Co. 


Epes-Fitzgerald Paper Co. 


OHIO 


The Millcraft Paper Co. 


The Cincinnati Cordage & 
Paper Co. 


The Queen City Paper Co.* 


The Whitaker Paper Co. 
The Millcraft Paper Co. 
Sterling Paper Co. 
The Cincinnati Cordage & Paper Co. 
Sterling Paper Co. 


Cleveland 
Columbus 
Dayton 
Mansfield 


Tolado..... "_.. The Millcraft Paper Co. 


OKLAHOMA 
Oklahoma City Carpenter Paper Co. 
Tulsa eee Beene Paper Co. 
Tayloe Paper Company 


OREGON 
Carter, Rice & Co. of Oregont 


PENNSYLVANIA 


Allentowr Kemmerer Paper Co. 
(Division of Garrett-Buchanan Co.) 
Lancaster Garrett-Buchanan Co. 

Philadelphia. Garrett-Buchanan Co. 

Mathias Paper Corp. * 

Paper Merchants, Inc. 
Whiting-Patterson Co., Inc. 
The Whitaker Paper Co. 
Garrett-Buchanan Co. 


Pittsburgh . 


Reading. . 


RHODE ISLAND 
.. John Carter & Co., Inc. 


SOUTH CAROLINA 
. .Epes-Fitzgerald Paper Co. 


SOUTH DAKOTA 
Sioux Falls Paper Company 


TENNESSEE 
Bond-Sanders Paper Co. 
The Cincinnati Cordage & 
Paper Co. 
Tayloe Paper Company 
Bond-Sanders Paper Co. 


TEXAS 

Kerr Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 


UTAH 
Carpenter Paper Co. 
Carpenter Paper Co. 
VIRGINIA 
Epes-Fitzgerald Paper Co. 
Epes-Fitzgerald Paper Co. 
WASHINGTON 


Carpenter Paper Co.t 
ame Paper & Stationery Co. 
Carpenter Paper Co. 


WEST VIRGINIA 


The Cincinnati Cordage & 
Paper Co 


WISCONSIN 
.. Dwight Brothers Paper Co. 


CANADA 
. Blake Paper Limited} 
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Tell’em a Story... 


Films and Filmstrips 
Boost Company 
Products 


The continuing trend toward the 
use of films or filmstrips to tell a 
company product story has resulted 
in some interesting treatments of 
a varied group of subjects. Here 
are a handful selected from recent 
releases that illustrate, in variety 
of both treatment and subject mat- 
ter, the possibilities that exist. 


Hobby Industry 
Releases film 


A 15-minute sound 
and color film that 
relates the advan- 
tages of hobbies in these days of ad- 
ditional leisure is for commercial 
and trade distribution from the 
Hobby Industry Assn. of America. 

The film shows a typical family 
who are fairly bored with their 
leisure at the start of the story and 
how, through a hobby retailer, each 
member finds his own spare-time 
enthusiasm. 

Fine-finish details of the film in- 
clude color processing by Kodak, an 
original musical score and some 
stop-motion sequences. Boats, trains 
and planes used in action in the film 
were assembled by hobbyists. 

Additional details can be obtained 
from the Hobby Industry Assn. of 


at a fraction of “package” costs! 


YOU PLAN IT—write the script, decide what to shoot. You don’t need movie-making 
experience —we supply the know-how. 


YOUR PHOTOGRAPHER shoots it, working from your outline. He takes enough overage 
for smooth editing. 


WE DO THE REST— our staff of specialists does all technical work— quickly returns 
to you a polished, professional motion picture. If you’re outside Los Angeles, send 


film by air to cut transit time. We do the same. 


America Inc., 1528 Walnut St., Phil- 
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adelphia 2. 


—take a 16mm color film, for example. From your footage, we 
make the black-and-white workprint, edit, match, splice, narrate, add titles, record, 


GE Uses 3-D The GE story, in 
In Film Strip the field of hi- 
fidelity, is humor- 
ously and successfully handled in a 
15-minute color filmstrip. 

Produced by Visual Communica- 
tions, New York, the General Elec- 
tric filmstrip features a new appli- 
cation of the art. Instead of using 
normal, two-dimensional art, of 
cut-out papers or drawings, the 
company created a third dimension A LEADING 16mm MOTION PICTURE 
by combining art with photography. ee SERVICE SINCE 1938 

The filmstrip is entitled, “Viva La ee 


add opening and closing music,* process, and make a 400-foot color release print 
—all for less than $1000, and often for as little as $575! Correspondingly low 
prices for all 16mm film work. And you get a motion picture that does the same 
dynamic selling job as a “packaged” production costing thousands of dollars more! 


TELEFILM 


*'n CoORPCORATE DO 


Send now for this 

FREE BOOKLET 

“HOW TO MAKE LOW-COST BUSINESS FILMS’’ 

6039 Hollywood Blvd. No obligation, no high-pressure follow-up 
Hollywood 28, Calif. 

Telephone HOllywood 9-7205 


Name. 
Company 
Address 
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WRAP-AROUND %’,*:’&%’ faces 
CHROME STEEL (forpointofsale 


PLASTIC AND 
SIGN FRAMES sussex 
Just Wrap Around and Clip 
ques Free Sample Assortment 


THE YARDER MFG. CO. toteco'ts*onis 


Permanent type tough “Vinyl” 
applied in seconds without water. Saves labor; no 
curling in storage. MADE TO YOUR SPECIFI- 
CATIONS...lettering, numbers, your trademark. 
Send now for FREE SAMPLES and estimate. 


SCREEN PROCESS PRINTING CO. , P.0.Box 948, Wichital Kansas 


For Building Business with: 


e BINDERS 
mae ae 
eats) a Ee 


JUST PUBLISHED — 116 page cotoleg 
eee eu | YOURS FREE 
Doctor Hi-Fi . . . Leading character in 
filmstrip explains advantages of GE hi-ti 
components. Unusual 3-D filmstrip was 
produced by Visual Communications for 
General Electric. 


Write Today 
ELBE FILE & BINDER CO., INC. 
FALL RIVER MASSACHUSETTS 


4¥C. 411)-FOURTH AVE 


FACTURERS OF LOOSELEAF 
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MASTER 


LOOKMASTER 


VIEW MASTER 


MASTER 


DISPLAYMASTER 


Here is a brief showing of the best de- 
signed and most complete line of visual 
sales aids available. Whatever your needs, 
the chances are we have a binder in stock 
and in your size. Stock binders mean low 
cost and immediate delivery. If your needs 
are special, our staff of designers will 
analyze your problem and make recom- 
mendations. Write for catalog No. 558 or 
ask for a sample binder on memo. 


1708 WEST WASHINGTON BLVD. 
CHICAGO 12, ILLINOIS 
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Difference,” and centers around a 
Doctor Hi-Fi personality and a 
Dixieland character who doesn’t 
understand what high fidelity is all 
about. 

Additional details may be ob- 
tained from Visual Communications, 
35 E. 53rd St., New York. 


And Then... 
There’s Glass 


A 16mm film in 
Eastman _ color, 
Your Home As 
You Like It, was released by Pitts- 
burgh Plate Glass company for use 
by the general public. 

Designed to stimulate the home- 
maker’s interest in home-decorat- 
ing, the 15-minute film provides 
practical ideas and suggestions for 
carrying out a family’s decorating 
and modernizing plans. 

To supplement the film and stim- 
ulate viewing interest, Pittsburgh 
Plate also introduced a woman's 
club program that includes the 
film, a program guide for club 
chairmen, supplementary materials 
to help put on the show, and a take- 
home decorating booklet. 

The film was produced by On 
Film Inc., Princeton, N.J., and dis- 
tributed by Association Films Inc., 
New York. 

Film prints, and club program 
materials can be obtained from the 
Film Section, Pittsburgh Plate Glass 
Co., 632 Fort Duquesne Blvd., 
Pittsburgh 22. 44 


Light Output Increased 
In New Kodak Projector 


A new 16mm projector, with an 
increased light output of up to 20%, 
has been introduced by Eastman 
Kodak Co., Rochester, N.Y. 

Designed for auditorium and 
theater use, Model 25B is reported 
to offer professional theater-qual- 
ity brightness on screens as wide 
as 25 to 35’ because of the greater 
shutter-light transmission. 

Additional advantages of the unit, 
according to Kodak, include the 
newly-developed Eastman Optical- 
Magnetic Pre-amplifier, increased 
power output for the main ampli- 
fier, and the retainment of all the 
deluxe features found on previous 
Eastman 16mm projectors. 

Reproduction of magnetic sound 
with the new projector may be ob- 
tained with the installation of the 
Eastman Magnetic Sound Playback 
Kit which converts the model for 
interchangeable or simultaneously 
mixed handling of either magnetic 
or optical sound tracks. 

Prices and additional details on 
Model 25B are available. 


. for more details circle 104, page 97 


Lights, please ... 


New Projection Aids 
Offer Sunny Viewing 


With the advent of the new “en- 
lightened” projection aids, the au- 
dio-visual field has come into light, 
bright viewing that needs no special 
“darkening” curtains, windowless 
viewing rooms, and the like. Some 
more recent additions are listed. 


The Polacoot Featuring “on-the- 
Lenscreen - job” viewing, the 
Lenscreen 625 of- 
fers a wide-angle transparent lens 
type viewing ‘screen of 625 square 
inches when open, yet folds easily. 
The unit can be used with a 
standard projector in normal room 
lighting and can be set up on a ta- 
ble or desk. Its compact arrange- 
ments allows the lecturer to stand 
alongside the viewers, yet range of 
vision takes in over 75’. 


- for more details circle 105, page 97 


Portable Especially 
“Shado-Screen” able to flexible 

seating arrange- 
ments, this unit has a 3-D shade 
type of light-proof canvas frame 
that opens to 48x72x36”. It can be 
rolled from room to room on 3” 
casters, and affords a viewing screen 
area of 48x48”. Reverse side of the 
screen is available as either a cork 


or chalk board. 


adapt- 


- for more details circle 106, page 97 


Craig Table-Top No larger than a 
Projector small table-model 

radio when travel- 
ing in its neat carrying case, this 
projector is ready for action in less 
than a minute after it enters the 
prospect’s office. 

The unit has a 344x414” ground- 
glass screen that enables viewing 
in a normally-lighted room, and 
features frame-by-frame viewing 
and scene re-runs at any point. 

Details are available from Craig 
Inc., Division of the Kalart Co., 
Plainville, Conn. 


See if you can cut this down to about 
fifty feet, but try not to lose too 
much continuity! 





WY 


It will be Kenneth curtains 


How to Give 
Your Product 
Away 


There’s lots of publicity and lots of sales to 


be garnered if you get your product on a 


radio or television give-away show. Here’s 


one way to go about it. 


in the home of the Robert 


Greens married recently on ‘‘Bride and Groom,’’ a give-away 


program 


By William E. Becker 

Sales Promotion Manager 
Kenneth Curtains & Draperies 
New York 


An often overlooked but a very 
effective medium for product mer- 
chandising is through the use of ra- 
dio and television give-away mer- 
chandise shows. In today’s com- 
petitive economy, where every ad- 
vertising and marketing manager is 
looking for ways to stretch his ad- 
vertising dollar, this avenue can be 
a most productive source for getting 
your products before your audience 
at a low cost. 

Like any other medium, there are 
many reasons why radio and tele- 
vision give-away shows are tailor- 
made to advertisers seeking addi- 
tional ways to reach their markets. 
Here are seven sound reasons why: 


1. To obtain distribution for a prod- 
uct. 


2. To bolster an advertising pro- 
gram whereby the budget cannot 
cover every marketing area. 


3. To give a specific marketing area 
additional marketing and advertis- 
ing support. 


4. To reach a specific type of au- 
dience. 


5. To get effective merchandising 
promotions in stores where counter 
cards, interior displays, window dis- 
plays, etc. can be used. 


6. To help salesmen in reaching 
sales goals—by contests among 
dealers. For instance—if you were 
on “Queen For A Day” Show, let 
each dealer elect a Queen (some 
salesman’s wife) and tie it in with 
increased sales or quota. 


7. To tie in with the show's per- 
sonality. Such as Jack Bailey on 
“Queen For A Day,” Bryan Palmer 
or Bob Page on “Bride & Groom,” 
Bess Myerson on “The Big Payoff,” 
etc. 


> Before you consider using this 
type of promotional activity for 
your firm’s product, be sure your 
merchandise conforms to the fol- 
lowing: 


® Product is nationally distributed 
or if regional, pick a local show. 
e You are prepared to invest mer- 
chandise in the program for at 


least a 26 week cycle. 


e There is consumer acceptance for 
the product. 


e You are willing to abide by the 


rules of the show concerning the 
use of products featured as prizes. 


e The product fits the needs of the 
program and its contestants. 


@ Merchandise given to contestants 
can be delivered promptly and is 
the regular merchandise sold 
through your normal marketing 
channels. 


@ The shows to be selected for your 
products will give you the greatest 
advertising and merchandising ad- 
vantage audience-wise. 


>» Many radio and television shows 
are available to manufacturers on 
a local, regional and national basis. 
As you contemplate a budget for 
this type of activity, the cost for 
merchandise will go up as you ex- 
pand this operation. This is an ob- 
vious situation since you are reach- 
ing many more markets and your 
audience is bigger. Most of the give- 
away shows such as “Bride & 
Groom,” “Queen For A Day,” “The 
Big Payoff” and others have estab- 
lished minimum merchandise re- 
quirements which a manufacturer 
must meet in order to get on the 
show. 

Some shows state that the qual- 
ifying requirement is $150 to $250 
per product, based on the retail 
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with new 
CURVE-LINE TAPES 


A boon to chart and graph makers, 
engineers, draftsmen, layout men, 
methods men . . . anyone who has 
occasion to “draw” broken, dotted 
or solid lines . . . these new 1/16” 
and 1/32” Chart-Pak Curve-Line 
Tapes can save hours of drudgery. 


te ee Sa ee eS NS 
1/16” Curve-Line) 


Precision printed, precision slit, pres- 
sure-sensitive, Curve-Line Tapes are 
easily applied either freehand or 
with the new Chart-Pak “Tape-Pen” 
(shown above) — make straight lines, 
curves, angles, smoothly and accu- 
rately. Correct instantly simply by 
removing and replacing tapes. The 
charts can then be reproduced by 
any standard method. 


(1/32” Curve-Line) 


Available in 8 styles, 14 colors, 
Curve-Line is the newest addition to 
the Chart-Pak Line of pressure- 
sensitive tapes -- which incorporates 
hundreds of patterns and combina- 
tions. Templates for plant and office 
equipment layout, Pictograph, flow- 
chart and other symbols, point-sized 
newspaper borders, and plastic 
workboards also available. 


® Facilities for special printing, precision 
slitting, of special patterns, templates 
and symbols to your order. 


For Full 
Information 


and name of 

distributor nearest you, 
mail the 

coupon below. 


cunt Hic 
cHART-PAK, INC. iS 
l 533 River Road, Leeds, Mass. 


j Please send information about Chart-Pak. 





Name__ —_ 
Title 

| Company 

i Address__ 
City 


This coupon border made with Curve-Line Tape 





—— State 


Distdip ee Gian ate eavens alee 
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value of the article. In return for 
getting on the show, the manufac- 
turer receives an actual display of 
the product (if on tv), plus a brief 
product description of about 20 
words. In addition, the promotional 
possibilities are unlimited to a pro- 
gressive advertiser who makes this 
type of merchandising activity 
known to his customers. In fact, the 
larger shows have merchandising 
programs available to manufac- 
turers who want to make it known 
that they are on a high-rated show. 


> When you have decided to use this 
medium, you might follow these 
suggestions for contacting the 
shows. 


® Check your local tv or radio 
guide to find out the type of shows 
available in your immediate mar- 
keting area or on a national basis. 


@ Find out from your local tv or 
radio station whether these shows 
are network or local. 


@ Get the name of the show’s pro- 
ducer and where he can be located. 


@ Find out how much of an au- 
dience the show covers and also the 
number of stations and markets it 
reaches. 


e Either through a letter or other 
means advise the show of your de- 
sire to have your merchandise pre- 
sented to their contestants. Make 
a definite proposal as to the amount 
of merchandise you are prepared 
to give away each week or each 
day. 


As mentioned earlier, an im- 
portant aspect of this type of ac- 
tivity is the enthusiasm and sup- 
port a manufacturer can get by 
utilizing local dealer tie in. This 
applies to both the distributor and 
retailer. For example: when a win- 
ner tells her friends that the gifts 
she won on a radio or television 
give-away show came from a local 
retailer, immediate traffic is gen- 
erated to that store since her friends 
are interested in seeing what she 
won. 

Also, when your product is ac- 
cepted for this purpose by the top 
shows, you have a captive audience. 
The fact that most viewers turn on 
their radio or television sets to 
see what is being given away, sets 
this type of medium apart from the 
usual magazine, newspaper, or other 
available media which is used. 


> Naturally, there are other ways 
you can go about getting products 
on shows. If you operate a small 
department or do not have the time 
nor staff to follow-up the detail 


A Selected List of Agencies 


@ East Coast... 

Andlee Associates, 155 W. 46th St., 
, a = 

Waldo Mayo Associates, 
57th St., N. Y. 

Prizes Inc., South Norwalk, Conn. 

Richard S. Robbins Co., 163 
Bleecker St., N. Y. 
Nelson Schrader 
Sth Av., N. Y. 
Spotlight Promotions, 
Anw., N.Y. 

Stanford Associates, 15 E. 
ie Pe Be 

VIP Service Ine., 
a # 

© West Coast... 

Fishell & Associates, 226 N. Canon 
Dr., Beverly Hills 

Albert Gail, 132 N. Laurel Av., 
L. A. 

Walter Kline & Associates, 
N. Serrano Dr., Hollywood 

Mack Agency, 6253 Hollywood 
Blvd., Hollywood 

Raymond R. Morgan Co., 6233 
Hollywood Blvd., Hollywood 

Ray & Berger, 5938 Sunset Blvd., 
Hollywood 

Arthur Wallach & Associates, 5851 
Melrose Blvd., Hollywood 

Adolphe Wenland & Associates, 


8776 Shoreham Dr., 
Hills 


lll W. 


Associates, 745 
1150 6th 
40th 


720 Sth Av., 


1436 


Beverly 





involved, then try some of these 
sources: 


e Advertising agency who might be 
willing to handle this for a fee. 


@ Publicity or public relations 
counsel as part of their job. 


e Firms who, for a regular fee, are 
engaged in this type of operation. 


As a final thought, bear this in 
mind. Even though your product is 
nationally accepted, you must sell 
the show on the value it will add 
to the show’s audience, contestants 
and objectives. Don’t expect to re- 
ceive something for nothing. It’s 
a two-way partnership between the 
show and you, the manufacturer. 44 


If They Can Sing It 
Maybe They’ll Sell It 


In the realm of improbable lyrics 
neatly fits the announcement by 
Dow Corning Corp that the story 
of “Sylmer—a silicone-based, wa- 
ter-repellent fabric finish’—has 
been commercially cast into a series 
of three 30-second musical jingles. 

Used as part of 60-second open- 





KRUEGER KNOWS cotor/ one of a series 


What's wrong with 


Nothing...if you specify Micro-Color® lithography 


The penguin is only black-and-white, yet he 


has an important place in polar regions. 


Your black-and-white work has an 
important place in our plant, and it will 
get the Micro-Color treatment because 


Micro-Color is more than a process — 


it's a philosophy of quality. Uf) 


Sure, Krueger Knows Color. But, Krueger 
also knows black-and-white. Next time 
you have a job with halftones that 

should sparkle with fidelity of detail — 
call Krueger. A representative will 

be in your office within 24 hours. 

FREE ART PRINTS — Like a set of 9 
animal illustrations appearing in our ads? 
Reproduced in 8 colors on fine art-print 
paper — with no advertising. 


Write or phone our nearest office. 


RU. S. Pat. Office 


W.A. KRUEGER CO. 


EXECUTIVE OFFICES AND PLANT: 3830 W. Wisconsin Ave. ¢ Milwaukee 8, Wis. © TWX MI-139 e¢ WEst 3-3900 
CHICAGO OFFICE: 600 W. Jackson Blvd. ¢ RAndolph 6-7117 
NEW YORK OFFICE: 4 West 40th Street ¢ Suite 301 ¢ CHickering 4-1353 


Color lithographers for Arizona Highways... fabulous scenic magazine 





‘Button Up’ 
: Your Sales 
: in ‘58 

: with these 
: WALKING 


BILLBOARDS 
S% 


Printed in 
Red and Black 


or Yellow 










it’s 


ay 
"s We. 
58) 


These colorful buttons will 
punctuate your ‘58 pro- 
motion 


Shown 
actual size 
1/4" 





GET THEM 


: Give your Salesmen their 
: ‘something extra" to talk 
: about. 

: ORDER NOW 

: Less than 100 — 10c ea. 


* 
100 or more — 5c ea. 
e 
1000 or more — write for 
prices 


IMMEDIATE 


DELIVERY 

Ask for sample of Buttons 
shown and catalog of 
other powerful sales stim- 
ulators. 

REMEMBER - - - - - - 
For creative sales-build- 
ing ideas, it's always the 


GREEN DUCK 
COMPANY 


1523 West Montana Street 
Chicago 14, Illinois 
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end commercials on radio this fall, 
the “Safer With Syl-mer” jingles 
are attempting to acquaint the ulti- 
mate consumer with the advantages 
to be gained from buying clothing 
or furniture that has the totally in- 
visible “Syl-mer finish.” 

The radio campaign is backed-up 
by national publications, trade pa- 
pers, and p-o-p displays in 15 key 
retail markets throughout the coun- 
try. 44 


TV Commercial Wins 
Audience of Its Own 


A unique “first” in the history 
of tv was accomplished recently by 
Westinghouse, when its famous 
“sand test” commercial drew an 
audience of its own. 

One of the highest-rated commer- 
cials—as far as audience recall— 
ever to be presented on tv, the 
demonstration was conducted by 
Betty Furness on the Studio One 
program (CBS). 

Studio One, like most drama pro- 
grams, does not have a studio au- 
dience, but on November 4, a sep- 
arate studio in New York housed 
the demonstration and the audience 


who came to see the commercial 
only. 
> The “sand test” is a live dem- 


onstration showing a Westinghouse 
Laundromat and competitive units 
put through a washing cycle after 
each unit has had two cups of sand 
added to the detergent and a load 
of white towels. At the end of the 
operation the results of each ma- 
chine’s ability to filter out the sand 
is shown to the audience and sev- 
eral impartial helpers. 

Named by Gallup-Robinson as 
one of the four top commercials in 
reference to audience recall, the 
Westinghouse sand commercial has 
been conducted three times pre- 
viously, but without 
dience. 

Viewers achieved admission to the 
commercial telecast by writing for 
tickets to Studio One. 44 


a live au- 


Article Boosts Color 
For TV Commercials 


A bow to color in tv commercials, 
and a guide to some of the prob- 


lems involved, is available in a 
four-color, illustrated article from 
Schwerin Research Corp., New 
York. 


Reprinted from Broadcast News, 
the article “Impact” was authored 


by company president Horace S. 
Schwerin. Looking at color tv as a 
researcher, Mr. Schwerin answers 
—on the basis of two years of ac- 
tual pretesting experience—some 
of the questions prevalent concern- 
ing the use of color in commercials. 

While he gives an emphatic “yes” 
toward color increasing the effec- 
tiveness of commercials, Mr. 
Schwerin also wonders, in print, 
why some products that are most 
sensitive to color are undergoing 
the least amount of preparation for 
its use. 

The last page of the article con- 
tains a detailed description of the 
Schwerin technique for testing the 
effectiveness of tv commercials. 


- for more details circle 115, page 97 


Artiscope Animation 
Detailed in Brochure 


Information on a new technique 
for putting animated illustrations 
on film is available from Illustrated 
Films Inc., Hollywood. 

The Artiscope process features a 
“live-action” record of people and 
props on 35mm film. These pictures 
are then converted automatically to 
inked drawings on celluloid. 

According to the company, 
automation principles used by the 
new process enables a film to be 
produced at approximately one- 
third the cost of a similar film pro- 
duced by ordinary animation meth- 
ods, yet does not decrease the qual- 
ity of the animation. 

Special Illustrated Film facilities 
available to users of Artiscope are 
described in the brochure. 


. for more details circle 116, page 97 
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Company Boosts Film 
By Intrigue, Gets F.B.I. 


To draw attention to its new 
film premiere, “O.S.S.”, a tv spy 
thriller series, the Mennen Com- 
pany used a system based on in- 
ternational intrigue. 

Chain store executives and key 
buyers received cryptic letters, 
airmailed from London, Paris and 
Brussels, that hinted at secret op- 
erations, mysterious films and for- 
eign espionage. 

So much interest and suspense 
was created by the first two mes- 
sages that one recipient, more cau- 
tious than the rest, turned his let- 
ters over to the FBI. 

Before anyone was investigated, 
however, Mennen revealed the in- 
tent of the intriguing letters in the 
final message of the series. 44 





TV Hero... 
Personal appearances 
of stars like Hugh 
O’Brian, tv’s Wyatt 
Earp, help boost 
sales of related 
products. 


Names@Can Move, 
“Merchandise. 


The magic of a_ well-known 


name can move staple mer- 
chandise, even over the resist- 
ance of routine-minded retail- 
ers, says a man who has done 
it, and who proves his argu- 
ment with case histories. 


By Henry G. Saperstein 
President, H. G. Saperstein & Associates 
Beverly Hills, Cal. 


In 1951, we went into the busi- 
ness of merchandising big names. 
What we do is to take the com- 
mercial rights to various. well- 
known entertainment personalities. 
We started with Super Circus and 
went on to Ding Dong School, the 
Lone Ranger, Lassie, Wyatt Earp, 
Jim Bowie, Elvis Presley, Zsa Zsa 
Gabor, and a number of others. 

Our innovation was to use these 
names for basic staples. We didn't 
want to be heroes by creating new 
items. We took basic staples and 


This article is based on a speech de- 
livered before the Sales Executive Club of 
New York. 


identified them with package de- 
sign, package identification, point- 
of-sale display pieces, advertising, 
publicity—all the factors and tools 
that all sales executives use so 
often. 

Once we had the items, we went 
out to see the wholesalers and the 
retailers with them. They told us 
they couldn’t place an order, the 
stuff wouldn’t sell, they were loaded 
with the staples we were trying to 
push. There seemed to be no possi- 
bility of our getting into the front 
door. We decided to try the back 
door. 

We went directly to the con- 
sumer. We used publicity, news- 
paper and magazine articles, per- 
sonal appearances of the person- 
alities. Our personalities kept plug- 
ging away on how swell were the 
products that carried their names. 

The consumer came into the 
stores and demanded these items, 
in spite of the fact that the store 
buyers had no ‘open to buy’ on 
their schedules, did not have these 
items on hand. 


> Take the Ding Dong School, run 
by a noted educator, Dr. Frances 
Horwich. When we walked in with 


this merchandise originally, every 
buyer in the country insisted that 
we were out of our mind. “Educa- 
tion is the kiss of death,” they told 
us. 

In the first year, Rand-McNally 
sold 13 million Ding Dong School 
books. In the first four years of the 
program, we never fell below $10 
million in the volume of Ding Dong 


Playing Lone Ranger . The author 
poses with some of the merchandise he 
has developed to tie in with the popular 
Lone Ranger. 
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LISTO 


MARKING PENCIL 


writes on 
everything! 


Many people (particularly retailers) 
write on unusual things. That’s why 
Imprinted Listo Marking Pencils are 
ideal gifts. Listo makes a clear, bold 
mark on any surface...so useful it 
stays with the man who receives it. 
And Imprinted Listo Marking 
Pencils cost less than 25¢ to give. 
Refills in 6 colors. 
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For Presley Fans 
Assorted merchandise, 
with the magic name, 
sells staples like mad. 


merchandise, which was limited to 
the two to five year olds. 


> The Lone Ranger was another ex- 
ample. Everybody agreed that his 
name would not move merchandise. 
After all, his name has no identity. 
He is a masked man, with nothing 
to focus on. Yet General Mills has 
been using it to sell cereal for 24 
years. We have been able to use his 
name to sell merchandise, to the 
tune of at least $15 million a year. 


>» The latest example of this is Elvis 
Presley. We watched his record 
sales move along until it reached 
the fantastic figure of 12 million in 
one year! RCA was selling these 
records in small towns as well as 
large, in the South and the North, 
in cities with television, and in 
cities without. Whatever Elvis Pres- 
ley may have had, he certainly pos- 
sessed universal appeal. He was 
merchandisable. And he was just 
enough offbeat, just different 
enough, to make the public react to 
him. 

So we took 30 days to plan what 
kind of staple merchandise could 
best be merchandised with the 
name and personality of Elvis Pres- 
ley. Then we went out to see mer- 
chandise managers and buyers. And 
we were thrown out of more offices 
than you could possibly imagine. As 
soon as we came through the door, 
everybody became an expert on 
what was good music. 

My own preference, I told the 
buyers, was Tommy Dorsey and 
Jimmy Lunceford. Maybe the buy- 
ers taste went back to the Galla- 
gher and Shean days. But whether 
we could understand Presley’s 
music, whether we liked it, was be- 
side the point. We suggested that 
he could sell merchandise, and we 
urged the buyers to consider him 
on that basis. 

They fought us tooth and nail. 
They pulled out their control sheets 
and showed us they had no budget. 


ol 
os 
ad 


They insisted that here it was Sep- 
tember 1, and they had placed all 
their orders for this merchandise 
back in April. Their warehouses 
were full, and they couldn’t carry 
any more inventory. Their adver- 
tising budget had all been allotted 
back in May, so they couldn’t find 
any money to back this promotion. 
It was too late to educate the clerks 
in the retail stores. All in all, it 
was completely impossible. 

Then we sent some of the Pres- 
ley items to 18 or 20 national mag- 
azines. We dropped mention of 
them into stories about the singer. 
Elvis himself, during his personal 
appearances, mentioned the stuff to 
his teen age fans. 

Suddenly the telephone began to 
go crazy. The same merchandise 
managers who, only weeks before, 
had turned us down cold, pleaded 
with us to send them “$5,000 worth 
of Elvis Presley stuff.” What stuff? 
Do you want stationery, novelties, 
clothing, cosmetics, books? “Any- 
thing,’ they said, “as long as it’s 
Presley, and as long as you can get 
it here fast—with window stream- 


' 
ers. 


> This hold-back attitude is fairly 
common. Recently I walked into the 
buying office of a big five & ten 
chain and said I wanted to discuss 
a new lipstick. The buyer slammed 
his hand on the desk and said, “If 
there’s one thing I don’t need, it’s 
another lipstick. Name your brand 

I've got it. We’ve got no open to 
buy on lipsticks.” 

“But I’m not selling lipsticks,” I 
said. “I have a gimmick which hap- 
pens to be carried on a lipstick 
case. We have put the autograph of 
Elvis Presley across a tube, we 
have identified the colors with his 
million-hit records—Hound Dog 
Orange, Tutti Frutti Red, Love Me 
Fuchsia—mounted them on a card 
with his picture and a heart. Then 
we gave it a corny little motto, 
‘Keep Me Always on Your Lips.’ 





This is the gimmick, that is just 
corny enough and just gimmicky 
enough for the kids to buy.” 

He sat and looked at it and said, 
“I don’t know. Maybe I ought to go 
on my vacation or something, but 
send me a couple of gross for a 
test.” 

In the first 30 days, we moved 
over a quarter of a million lipsticks 
at a dollar each. This may not touch 
the volume of the leaders in the 
field, but we did it without an ad- 
vertising budget. 

In the first three months, we 
moved $22 millions in Presley- 
identified merchandise, and in the 
first six months, this went beyond 
$30 million. 


> One of our properties is named 
Lassie, and it is one of the finest in 
the business. Everybody loves Las- 
sie, but everybody comes up with 
the objection that the name won't 
sell merchandise. “It’s a dog! How 
can you identify with a dog?” 

Somebody ought to tell Walt Dis- 
ney that nobody can identify with 
a mouse or a duck, and especially 
one which comes out of an ink 
bottle! 

Lassie ran into these objections 
with buyers, merchandise managers 
all over the country. Yet Camp- 
bell’s soup has found Lassie the 
greatest program it has ever been 
identified with. It is considered the 
best buy in television, on a cost per 
thousand basis, and Lassie mer- 
chandise keeps selling and selling 
and selling. Because nobody likes 
Lassie except the people, and there 
are a few of those in the country. 


> But buyers today have to be con- 
vinced. They have to be persuaded 
that what they like, or what their 
wives would like, is not necessarily 
a good indication of what the pub- 
lic, or at least a large part of the 
public, will buy. 

Behind all of this rut-like think- 
ing is an influence I personally de- 
plore. Today is the age of the cal- 
culator, and while this is a wonder- 
ful invention, it is death on imagi- 
nation. 

These their find- 
ings only on the data of the past. 
You feed them factual information 
and they give back yesterday’s per- 
formance. Fresh, imaginative sell- 
ing, such as I have been describing, 
cannot be judged by these ma- 
chines, simply because the data is 
new. Sales executives today have 
to have the guts that robots and 
calculators don’t have, to examine 
the past and take a chance on the 
future, to try something new just 
because it is new. This way lies 
progress. 44 
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Bales. 


Best GIVE-AWAY Idea in sight! 


USEFUL— Over 70% of your customers and prospects wear 


SIGHT SAVERS booklets 


imprinted with your company 
message. 


glasses . 


. . glasses that are cleaned 2 or 3 times a day. 


LONGLASTING—SIGHT SAVERS booklets have an average 
life of 30 days; Dispenser-Paks, over 3: months! 


LARGE ENOUGH-— Greater attention value. Plenty of room 


for an effective advertising message. 


FREE SAMPLES 


Write today—for prices and full 
details on different ways you can 
use imprinted SIGHT SAVERS... 
the best silent salesman in sight. 


Address Dept. 011 


bile 3 ala) 


silicones 


CANADA: Dow Corning Silicones Ltd., Toronto 


“PIONEER 


Qualatex° 


Advertising 
Balloons 
Help Sell 

Your Brand! 


That reminds me 
| want totry EEZ. 


What shelf 


By Telling Customers Where to Buy 


outs. 


VALUABLE— Purchased regularly by millions of people at 
10c per booklet and 39c per Dispenser-Pak. 


DIFFERENT— Ideal for calling cards, or convention hand- 
May be mailed without special packaging. 


Dow Corning CORPORATION 


MIDLAND. MICHIGAN 


Order a carload and well give 
you 500 balloons with your 
sfore name on one side and our 


S 


Buy some KRUNCHIES 
Mom! There's a free 


The Pioneer Rubber Company 


Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 
Please send me your FREE ‘Advertising 


Balloon Fact Pack | want to throw it 
up against the wall and see what sticks. 


Firm ee 
Address 
CRY ccc CORO cae TNO 


Requested by 


— Or phone Betty Wolfe at Willard 3-2211 to order. — 


January 
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How a Bank Uses 
Advertising 
Specialties 


Emergency Sign . 


i} _ 


. . The program was so successful that the 


hostesses had to take names and addresses when the supply of 


souvenir pens ran out. 


When the First National Bank of Lebanon, Pennsylvania, 
had a centenary to celebrate, it turned 
to a carefully-planned program of advertising specialties. 


By Bette Macon 
AR Associate Editor 


An example of advertising spe- 
cialties at their best was demon- 
strated recently when the First 
National Bank of Lebanon, Pa., 
combined specialties with sagacity 
and came up with a bank-brand of 
hospitality that entrenched old 
friendships and won new ones. 

Celebrating “A Century of Bank- 
ing” in the town of Lebanon and 
the surrounding area, the First Na- 
tional planned a five-day anniver- 
sary celebration. 


> Since the bank was one of five in 
the area, it was felt that no “hit or 
miss” type of promotion could make 
the necessary impact on the com- 
munity. With this type of thinking 
in mind, the Anniversary Commit- 
tee, headed by Harrisburg area 
manager John Stricker, worked out 
a comprehensive, coordinated pro- 
motion plan in cooperation with 
Friendliness Inc., Media, Pa., a com- 
pany specializing in producing ad 
specialty programs. 

When the final details were 
settled, the dates for the Centennial 
Jubilee were set for May 21 through 
May 25. The main emphasis would 
be centered on an “open house” 
event to be held the last two days 
of the celebration. 


> The plan also included the prep- 
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aration and purchase of the follow- 
ing promotional materials used: 


© 11,000 four-page, french-fold in- 
vitation brochures 


e 20,000 registration cards for door 
prizes 


e@ 500 personal invitations 


© 10,000 black-and-gold ball point 
pens in specially-designed pen fold- 
ers 


e 2,500 kiddie banks designed to 
look like blocks 


@ 500 12x18” insulated carry-all re- 
frigerator bags for new account 
awards 


e 20 door prizes of toasters, silver- 
ware, etc. 


© 9 evening gowns 


> While the first three days were 
planned mainly to build interest for 
the open house climax of the cele- 
bration, they were not without their 
own rewards and excitement. 

Visitors opening new savings ac- 
counts of $10 and over, or regular 
checking accounts of $100 and over, 
were presented with the bright 
plaid carry-all bags. Added interest 
was achieved by hiding $10 cer- 
tificates in 50 of the bags. 

Starting a week before the actual 
dates of the open house event, citi- 
zens of Lebanon and surrounding 


communities were presented with 
invitation brochures and door-prize 
registration cards. 

Personal invitations were mailed 
to stockholders, special depositors, 
correspondent bank personnel, and 
other v.i.p.’s. 

Broadside impact was made 
through radio spots from May 17 to 
24 plus half-page announcements 
in the local paper leading up to a 
full-page invitation to the general 
public on the day before the event. 


> That the build-up to the affair 
was successful was proved by 2 pm 
of the second day when a quick 
check revealed the attendance had 
already exceeded 10,000. With six 
hours yet to go, the bank realized 
visitors were going to exceed ex- 
pectations. Only 10,000 “thank-you” 
pen folders had been ordered but 
the emergency was solved by a 
hastily-painted sign offering to or- 
der pens for visitors who came afte: 
the supply was exhausted. 

A festive air was maintained 
through the event with greetings 
from pretty high-school seniors 
dressed in evening gowns that were 
gifts from the bank to the hostesses. 
The girls greeted the guests at the 
door, registered them for door prizes 
(if they were not already regis- 
tered) and handed out ball-point 
pens and colorful block banks to 
children with their parents. 

Other rewards for attending in- 





Even Clowns Need Color... 


. .. and so do you when you want your printed pieces to have 
the greatest SHOW on earth. That’s why famous Peninsular 
Tuscan Cover is geared to give you color through inks or 
color in the stock. 


For color printing, flat or process, brand new Snow White 
Tuscan is now available as the perfect WHITER-THAN- 
WHITE stage for dramatic results. Or, when the budget 
indicates one color printing, just turn to Tuscan for a choice 


of 11 crisp colors to add interest. PE Ni nS uLaR 


Over stock Specialists for over 90 years 
This message is printed on new Snow White Tuscan, an exceptionally white 
sheet available at no extra cost. Tuscan Cover is also available in standard 
white and the 11 colors shown in the Peninsular Circus Tent at right. All colors are 


x TUSCAN « ECONOMY « ORKID 
stocked in 50#, 654, and 1304 double thick. Both whites are also available in 80#. Stock | med = . ampere » ZAMORA 
e TWIN TONE « ANGELO 


WOLVERINE « SNOWEAVE 
PENINSULAR PAPER COMPANY «+ YPSILANTI, MICHIGAN 
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A beach bag 
went to patrons who opened a new ac- 
count during the celebration. And just 
to make it interesting, gift certificates 
were tucked at random in a fraction of 
the baas 


For New Accounts 


cluded a personal tour of the bank, 
a gift for new account openers and 
the awarding of 20 quality door 
prizes. 


>» At 8 p.m. Friday, the bank closed 
its doors, putting a “Finis” to its 
100th anniversary celebration. 
Tired but happy bank officials 
totted up the results as following: 


® Over 14,000 people had attended 
and taken a guided tour through the 
bank. 


@ While no special soliciting of new 
business was conducted during the 
event, open house had resulted in 
492 new accounts, with a dollar- 
volume of $192,819. 


Enthusiastic in their praise of a 
well-planned promotion incorporat- 
ing the use of advertising special- 
ties, the bank officials feel that 
while “the direct results were won- 
derful, the after-effects have made 
us a closer friend of the people as- 
suring a better competitive position 
for rapid future growth.” 44 


Love ’n Kisses Premium 
Sent With a ‘Smack’ 


Turning an ordinary product into 
a good novelty premium seems to 
have been a “natural” in the case of 
saltwater taffy-twists from The 
Loveland Kiss Co. 

A premium plan with a “hearts 
and flowers” theme, the Loveland 
plan offers taffy-twists under the 


THE MEYERCORD CoO. 


...from store window to 


STORZ Picture Window! 


--e THEY DID IT WITH A 


MEYERCORD 
DECAL VALANCE 


+ Here is a totally new idea in a Decal Window Valance ... 
produced for the Storz Brewing Company by Meyercord. In 
the words of a Storz executive, ‘‘this new decal valance has 
become the talk of the industry in this area!” And little won- 
der! The design is actually a beautiful snowscape pictorial 
. . . completely integrated so that the window becomes, in 
effect, a “picture window” to focus the attention of the passer- 
by upon the Storz glass which rests gently in the frosty snow— 
and the Storz trade-mark above. This new valance is produced 
in convenient units that adapt to any size or shape store win- 
dow. This unusual valance is the result of close cooperation 
between the company executive staff, the Storz art studio and 


Meyercord art and production craftsmen. 


Write for complete information and descriptive full color bro- 
chure showing how a permanent, weather resistant Meyercord 
Decal Valance program will present your sales message on 
any dealer window, large or small. No obligation of course. 
Please write on your company letterhead. 


Dept. Q207 


Chicago 44, Illinois 
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5323 West Lake Street 


YOU CAN OWN 
A STATMASTER 


for as little as 


$300... day 


ofter down Payment 
(7 to ch 


FANTASTIC? 
INGENIOUS? 
INCREDIBLE’? 


% 
Words cannot fully describe the amazing 


speed, simplicity, economy, versatility and 
incomparable reproduction quality of 


The only “all-in-one“ photographic unit, 
especially designed for the Graphic Arts! 


Now...you can make your own Glossy or Matte 

STATS - COPYPRINTS* 
enlarged or reduced, in line or halftone, negative or posi- 
tive, any size ..on any grade or weight of paper... 
for approximately 1/10 of your present costs! 


NO KNOWLEDGE OF PHOTOGRAPHY IS NECESSARY! 


Come in for an exciting demonstration, or send for 24 page catalog 


STATMASTER CORP. 


19 WEST 44th STREET, NEW YORK 36,N.Y + OX 7-9240 


* also mokes Litho, Halftone & Screened Film. 


Eagle Imprinted Bal- 
loons are economical 
salesmen — good will 
builders. 


<* 
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Consult us on your 
promotional problems. 
We offer Prompt Ser- 
vice, Fast Delivery, High « 


< 


name of “Love and Kisses” and 
mails them from Loveland, Colo. 

Additional romancing is achieved 
through romantic packaging plus a 
legend of a “secret wish” fulfill- 
ment upon the enjoyment of the 
candy. 

The “Be My Valentine” touch is 
even carried out in the company’s 
mail with letterheads typed in red, 
decorated with a heart, closed with 
“S.W.A.K.”, and a P.S. saying, “We 
LOVE inquiries.” 

Loveland prices a box of “Love 
and Kisses” for 65c but offers great 
quantities of edible smooches at dis- 
count prices. 

Romantic details are available 
from Loveland Kiss Co., P. O. Box 
444, Loveland, Colo. a4 


ASNA Award Details 
Listed in Booklet 


Complete information on the 1958 
ASNA Awards, for the most suc- 
cessful use of calendars and adver- 
tising specialties, is available in a 
booklet from the Advertising Spe- 
cialty National Assn., Washington, 
D.C. 

In addition to listing the eligibil- 
ity requirements, deadline, and 
awards to be given, the booklet also 
includes a “statement of purpose.” 


- for more details circle 117, page 97 


‘Pat on the Back’ Plan 
Detailed in Booklet 


The value of premiums in creat- 
ing better employer-employe re- 
lationships is given full value in 
“Payrolls are People,’ a brochure 
from Brown & Bigelow, St., Paul. 

Showing sample letters for the 
employer to send to employes on 
special personal occasions and par- 
ticular work achievements, the 
booklet includes a list of suggested 
remembrances to send along. too. 


. for more details circle 118, page 97 


The boss says if we’re going to give 
away space helmets as premiums, 
we'd better make them bigger! 





It takes an expert to design 


a package today, to take into account 


all the factors involved: 


impulse buying, display, 


shipping, manufacturing costs. 


By George Reiner 


Modern intelligent package de- 
sign is far from impulsive. The im- 
pulse purchase is only one of many 
circumstances to be met by a well- 
designed package, and, while crea- 
tive inspiration in package design 
is still necessary, it must be based 
on a logical analysis of many, many 
factors. 


e The layout man in a printing 
shop can probably still improve the 
surface appearance of a good many 
packages—just as he could a decade 
ago. But we can hardly expect him 
to study and take into consideration 
such aspects of packaging as the 
manufacturer’s loading operation. 


e The art director of an advertis- 
ing agency can undoubtedly create 
a wonderful graphic design—but 
will he necessarily be qualified to 
recommend one type of plastic over 
another, to know the relative cost 


This article is based on a speech de- 
livered by Mr. Reiner, a director and 
executive committee member of the 
Package Designers’ Council, and who 
heads his own package design organi- 
zation, before a meeting of the Asso- 
ciation of Advertising Men & Women 
in New York. 


ACKAGING.... 


Son't do it yourself 


of several types of closure, to su- 
pervise production and quality con- 
trol of the package? 


@ The manufacturer’s own art de- 
partment can contribute a_ great 
deal—both by way of ideas and by 
way of the final mechanical execu- 
tion of the design. But an internal 
art staff, no matter how talented, 
is necessarily limited in its thinking. 
A competent independent consul- 
tant, with wide experience in many 
industries, can obviously provide a 
fresher approach, based on a broad- 
er range of experience. 


e The limitations of a packaging 
supplier’s art department are also 
apparent. The artists in that de- 
partment—no matter how capable 
they may be—must be primarily in- 
terested in helping to sell their 
firm’s packaging materials. The fact 
that the package is intended to sell 
a product can be only a matter of 
secondary concern to them. Can 
you imagine a box manufacturer 
recommending that the client use 
cellophane for his packaging? 


> The packaging expert—the pro- 
fessional package designer—an- 
swers a real need on the part of 
industry: a need for a combination 
of creative ability, technical knowl- 


edge, merchandising counsel. 

The professional package design- 
er is well aware of trends in all 
phases of merchandising; in fact, 
in some cases, he himself is a trend- 
setter. He has a thorough knowl- 
edge of consumer buying habits and 
is sensitive to changes in consum- 
er tastes. He is familiar with all 
types of research and—most im- 
portant—he knows how to apply 
research findings to design. He 
makes it a point to keep abreast of 
new developments in packaging 
materials and processes, both the 
technical aspects of such develop- 
ments and their effect on pack- 
aging costs. 


> With the increased emphasis on 
packaging today, and with the 
growing understanding on the part 
of industry that outside profession- 
al design consultation is essential 
to an effective packaging program, 
many manufacturers find them- 
selves at something of a loss when 
it comes to selecting the specific 
package designer who can_ best 
their interests. Here is a 
check list of five points which 
should be helpful to manufacturers 
or others needing professional pack- 
age design. 


1. Define 


serve 


your problem in you 
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own mind first. Then choose the 
kind of designer you need who will 
help you solve it. 


2. Don’t be overwhelmed by the 
size of a designer’s organization. 
Small and large design organiza- 
tions have their place. The larger 
firms merely handle more volume. 
Your choice should depend on 
what the designer has done in the 
past and what he will do for you, 
not how many people he has work- 
ing for him. 


3. Judge by a designer's record 
of successful experience in fields 
not necessarily your own. Some 


outstanding packages for one 
product have resulted from the in- 
formation and experience gathered 
while developing a package for a 
totally unrelated product. One in- 
stance in our own experience was 
the development of a paper cup 
dispenser package while working 
on a display sleeve for a hair tonic 
package. This is only one example 
of how a varied experience of a 
package designer can work for you. 
Pay close attention to the amount 
of repeat business a designer gets 
from the same clients. 


4. Consider giving a designer spot 
or limited assignments as a test. 
This helps you get acquainted un- 
der actual working conditions. 


5S. Don’t select anyone until all your 
executives who will approve and 
work on the project have a clear 
understanding of your objectives. 


>» Having chosen a designer, there 
are certain do’s and don’t’s that will 
help the client get the most from 
the designer’s services. Frequently 
a client unwittingly hampers a de- 
signer’s operation because he 
doesn’t clearly understand the scope 
of the designer’s services. 

If one bears in mind that a pack- 
age designer’s chief purpose is to 
increase the client’s profit through 
increased sales, it is easy to under- 
stand that the designer is con- 
cerned with the entire packaging 
operation and the complete market- 
ing program for the product under 
consideration. It is essential that 
he understand everything about the 
product—from the point of manu- 
facture to the point of purchase. 


> Here are some tips on how to get 
the best results from the services 
of a professional package designer: 


1. Make sure that your organiza- 
tion will cooperate with the design- 
er and not work at cross-purposes. 
Brief them beforehand on the man 
who has been called in and the 
job he is to do. 
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2. Gather in advance any material, 
background information or other 
facts which might be helpful to the 
designer. 


3. Don’t interfere once you have 
given the designer his assignment. 
You retained him for his fresh 
viewpoint and special skills. Let 
him use them for you. Too often 
clients take the attitude that “I am 
paying this man plenty of dollars 
for this job so I think we have the 
right to tell him what to do.” 

This attitude is about as far out 
in left field as one can possibly 
get, because, if it is the objective 
of the client to dictate to, instead of 
consult with, the designer, then he 
might just as well save his money 
and retrieve his do-it-yourself kit 
from the ashcan. 


4. Don’t watch over the designer’s 
shoulder. If you choose your man 
carefully in the first place, he will 
turn out a god job for you and will 
get his work done on schedule. 


S. Appoint a liaison man at your 
organization who will be available 
to answer any questions the design- 
er may have, or to set up meetings 
for you and take care of other 
problems that may arise. Let the 
liaison man be your contact with 
the designer; the fewer people at 
your organization contacting the de- 
signer on their own, the better the 
job he will do for you. 


6. Act on the designer’s recommen- 
dations as soon as possible—while 
they are fresh and timely. Don't 
let his ideas gather dust in a bottom 
drawer. 


7. Regard his ideas as solid, based 
on his long experience in his pro- 
fession with problems similar to 
yours. 


8. Apprise your advertising agency 
of your selection of a package de- 
signer. 44 


Well, now we know — He doesn’t 
want a red label on his product. 





Agency Executives 
Comments on Packaging 


The agency-package designer re- 
lationship was explored by a panel 
at a meeting of the New York group 
of the Folding Paper Box Assn. 
Some of the comments made are 
particularly pertinent when read in 
relation to Mr. Reiner’s article. 


e We in the advertising business 
endeavor to create a brand image. 
We try to use color, photography 
and other tools to generate certain 
appeal. Now this goes right down 
the line from our advertising, per 
se, to our packaging. 

We want to keep control over the 
over-all concept our advertising is 
trying to generate. We want to see 
an idea carried right through to 
the box and the point-of-sale. 

We don’t want to get into the de- 
sign business because we can’t 
afford it. But we at least want to be 
consulted. Our production people 
are constantly calling in manufac- 
turers of all phases. We can benefit 
by it — and maybe packaging firms 
can, too. 

Martin Devine 
Batten Barton Durstine & Osborn 


e Packaging is too big for any one 
person to be an expert on the sub- 
ject. Management should wake up 
to this fact, because all problems 
spring from a lack of awareness of 
the scope of packaging. 

Most agencies have no knowledge 
of the technology of packaging, so 
they are afraid to get into it be- 
cause they can get their fingers 
burned. There is so much to learn, 
but an account man hasn’t got time 
to absorb it all. 

Many accounts keep a designer 
on a consulting basis. We're glad 
of it, because we can’t make money 
on packaging and a designer can. 
In the production end, an agency 
could pull a lot of boners. We don’t 
want to lose an account because of 
packaging mistakes. 


Vernon Fladager 
D‘Arcy Advertising Co 


e A good agency should have com- 
plete knowledge of all steps from 
product design through point-of- 
sale. An agency should be com- 
pletely aware of a client’s problems, 
his distribution set-up and his posi- 
tion in relation to competitors. 
Packaging, of course, plays an im- 
portant part in the marketing of any 
product. Therefore it has a certain 
importance in an advertising agen- 
cy. Packaging can be far more im- 





portant to one product than to an- 
other. In marketing a product, we 
feel that every product is in con- 
tinuous competition with other 
items in its field. 

The function of marketing for 
both client and agency is to analyze 
these areas of competition and make 
every effort to outsell the competi- 
tion in as many areas as possible. 
A product may not be selling as 
well as expected; the fault may lie 
with the product, with advertising, 
or conceivably with the packaging. 

Donald Marshman 
C. J. LeRoche & Co. 


‘Snob Appeal’ Crowd 
Crowded by Imitators 


If you're planning a package, stay 
away from snob appeal, advises the 
Center for Research in Package 
Marketing, N. Y. 

Reporting on the preliminary 
findings of a study on the use of 
symbols in packaging, President 
William Capitman announced that 
“high-toned” symbols of social posi- 
tion are being over-used today. 

According to Mr. Capitman, the 
use of snob-appeal symbols not only 
tend to stifle sales in some respects, 
but the constant imitating of this 
type of symbol by manufacturers of 
mundane products has tended to 
destroy any original appeal the 
symbols might have had. 

An example of this is the once 
elite Cadillac “V” which has been 
copied so widely in various forms — 
as in the packaging of cigarettes — 
that it is now a virtually meaning- 
less symbol for Cadillac. 

“Crowns, crests and rampant 
lions,’ Mr. Capitman continued, 
“now serve as trademarks for every 
type of product — from lingerie to 
beer, perfume to half-soles, mar- 
garine to soup.” 

He suggests that instead of the 
snob-appeal symbol to convey qual- 
ity and social position, the manu- 
facturer must seek to break away 
from the “crowd” by finding a sym- 
bol to convey his product’s spirit. 44 


New Talking Tags 
Speak for Product 


The day of the product tag hang- 
ing silently waiting for attention has 
been ended by the J. L. May Co., 
with its new Sound-Tag. 

No silent salesmen, “Talk A Tags” 
speak their piece in the form of 
commercials, jingles, or even song. 
Each can be played on any standard 
78rpm acoustical phonograph. 

Samples are available. 


- for more details circle 107, page 97 
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on exclusive 
development of the 
Amer. Decal. Co 


“MORE LASTING THAN ORDINARY DECALS”, 
SAY SALESMEN AND ROUTEMEN “AND THEY 
ARE APPLIED EASIER—QUICKER, TOO.” 


The new American Presto Cal “’G” is an actual decal 
sign . . . with all the permanency and weather 
resistance you expect from a decal. . . yet it is 
applied in seconds without water or other solution. 
No wet hands — no mess — no bother. Leading 
national advertisers are finding that these eye catch- 
ing dealer signs get ‘on location” faster and stay 
up longer than any other type of point-of-purchase 
sign. American Presto-Cal ‘’G” offers more for your 
advertising dollar. 


write for FREE samples and literature on your letterhead 


American Decalcomania Co. 


4334 W. Fifth Ave., Chicago 24, Ill. 


735 Prince Rd., Windsor, Ont. 
Offices in all principal cities 
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and Supplies 


Services 


Engravings 


PIXUR COLOR 


Life, Post and others Save ! 
demand precision process with our picture color 
color plates. Our superb process. Not exactly true 
Color Plates pass all rigid | to copy but an excellent 
tests and reduce plate color picture. Ideal for 
costs for you as well most purposes 


MBEE FOR YOURSELF “\ _~ SEE THE: DIFFERENCE 
WRITE FOR SAMPLES 
AND PRICES 
STAFFORD ENGRAVING CO. 
229 N. PENN. ST. + INDIANAPOLIS 


2 usual plate costs 
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Color Separations 


3 or 4 COLOR SEPARATIONS 
SCREENED “‘CONTACT’’ NEGATIVES 


color-corrected by masking 
color-proofed too by ANALYST 
COLOR CONTROL 


High in quality yet low in cost 


Low cost production methods makes this 
possible. For your next color job call on 
our services. 


Write for illustrated booklet and prices of 
our work. 


30 Spruce Street 
YUND COLOR CORP. Albany 7, New York 
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Attention 
getters: 
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Exclusive use. 
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and request samples. 
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1550 Church St., 
jou think about San Francisco 14 
a New Month's Et Phone: MI 7-5377 
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een teeth at aaa aaa tales sed 


* Send for these free helpful selling tools 


101/Circle on Readers’ Service Card 
Imperial Type Booklet 

. « « booklet presenting a roundup of its 
own Imperial faces offered by Intertype 
Co. (Page 68) 


102/Circle on Readers’ Service Card 
Fotofont Booklet 

. . » booklet showing type faces for Inter- 
type’s Fotosetter is offered by the com- 
pany. (Page 68) 


103/Circle on Readers’ Service Card 
New Post Brochure 

. . . Berthold’s Post Title, Post Roman are 
shown in new brochure. (Page 68) 


104/Circle on Readers’ Service Card 
Auditorium Projector 

. . « Eastman Kodak offers details on a 
new 16mm projector suitable for auditori- 
um and theater use. (Page 82) 


10S/Circle on Readers’ Service Card 
Portable Lenscreen 

. . » details on a daylight viewing screen 
are available from Polacoat Inc. (Page 82) 


106/Circle on Readers’ Service Card 

Portable Shado-Screen 

. . » Smith System Mfg. Co. offers details 

on a new viewer with a collapsible shade. 
(Page 82) 


107/Circle on Readers’ Service Card 
Talk A Tags 

. .. product tags that talk, sing or rhyme 
are described by J. L. May Co. (Page 93) 


———) 


Use these return cards 
for your copy of publications 
mentioned on this page 


108/Circle on Readers’ Service Card 
Pitchman Exhibit 


. @ small suitcase exhibit designed after 
the oldtime ‘‘Pitchman's” case is described 
in a folder from The Displayers Inc. 


(Page 32) 


109/Circle on Readers’ Service Card 
Masonite Peg-Board Fixtures 

. . « details on a variety of peg-board fix- 
tures are available in a folder from the 
Masonite Corp. (Page 32) 


110/Circle on Readers’ Service Card 
Expanded Metal Brochure 

. a brochure from U.S. Gypsum details 
advantages of this mesh material and 
shows four new patterns recently produced. 


(Page 32) 
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BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 34.9. P. L. & R., Chicago, Ill. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East lilinois St., 


Chicago 11, Ili. 


111/Circle on Readers’ Service Card 
Glimmick Folder 

. an illustrated folder from Allen Hollan- 
der describes a line of low-cost self-stickers 
currently available. (Page 28) 


112/Circle on Readers’ Service Card 
Direct Mail is Read 

. @ provocative folder, proving the 
worth of direct mail in eight case histories, 
is offered by the Direct Mail Div. of Mc- 
Graw-Hill. (Page 29) 


113/Circle on Readers’ Service Card 
Mail-O-Stix 

... details on a new mailing card that has 
a removable, self-sticking label for cus- 
tomer use are offered by Topflight Corp. 


(Page 29) 
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*& Send for these free helpful selling tools 


Readers’ Service Dept. 


6601 


114/Circle on Readers’ Service Card 

Plant Diagram Brochure 

- « « brochure and samples from Repro- 

Templets describe a process that enables 

easy reproduction of plant diagrams. 
(Page 69) 


115/Circle on Readers’ Service Card 

TV Color Commercials 

. » « @ bow to color commercials, and a dis- 
cussion of the problems involved, are 
available in a reprint article from Schwer- 
in Corp. (Page 84B) 


11G/Circle on Readers’ Service Card 
Artiscope Brochure 

. » @ new animated film technique is de- 
scribed by Illustrated Films. (Page 84B) 
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117/Circle on Readers’ Service Card 
ASNA Awards Booklet 

... ASNA offers details on the 1958 ASNA 
Awards for the most successful use of 
calendars and ad specialties in the last 
two years. (Page 90) 


118/Circle on Readers’ Service Card 
Premiums for Employes 

. » » @ brochure from Brown & Bigelow out- 
lines a plan using premiums to aid em- 
ployer-employe relationships. (Page 90) 


119/Circle on Readers’ Service Card 
Store Sign Printer 

. « Reynolds Printasign Co. tells how 
printing signs can be as easy as typing. 
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120/Circle on Readers’ Service Card 
Protectors for Binders 

. . » samples and literature on sleeve pro- 
tectors are offered by Cooks’ Inc. (Page 52) 


121/Circle on Readers’ Service Card 

Copy Machine Chart 

. . . Joseph Dixon Co. chart shows which 

pencils record on various copy machines. 
(Page 56C) 


122/Circle on Readers’ Service Card 
Dry Offset Booklet 

. . @ folder from Davidson Corp. answers 
the question: Why dry offset? (Page 56C) 


123/Circle on Readers’ Service Card 

Counting, Coding Machine 

. » » @ brochure tells how the Pitney-Bowes 

machine counts, codes forms automatically. 
(Page 57) 


124/Circle on Readers’ Service Card 
Gummed label paper 

. - samples of adhesive label papers that 
consistently stay flat are available from 
Nashua Corp. (Page 57) 


125/Circle on Readers’ Service Card 
Loose-leaf Binders 

. a 116-page catalog from Elbe File & 
Binder Co. lists more than 2,500 items in 
stock at the company, plus information on 
custom-made items. (Page 58) 


126/Circle on Readers’ Service Card 
Commercial Comics 

. @ price list and sample of custom- 
made comic books are offered by Feature 
Publications. (Page 64) 
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Run through offset jobs with PLASTIPLATE®, the 
plastic offset plate. Two types available. See how 
they run—right on your own press! No cost to you. 

Pre-sensitized PHOTOSPEED PLASTIPLATE for 
sparkling halftones and crisp linework. All pro- 
cessing steps built right in — just expose, de- 
sensitize and print. 

Direct Image PLASTIPLATE that takes typing so 
beautifully and permits fast, non-detectable cor- 
rections. And you can write or draw directly on 
its patented surface. See how they run! Free 
samples are yours for the asking. 





DIVISION OF SPERRY RAND CORPORATION 
Room 1125, 315 Fourth Avenue, New York 10, N. Y. 


Please send me free samples of 
Pre-sensitized PLASTIPLATE 

NAME 

FIRM 

MAKE & MODEL PRESS 

ADDRESS 

CITY ZONE STATE 


Direct Image PLASTIPLATE 





ADVERTISING HAS ITS FINE POINTS 


Halftone dots are the fine points of advertising. And their shape and depth largely 
determine the effectiveness of your selling message. 


The secret of fine reproduction is the skill of the finisher. His swift, sure hands ply 
the instruments of the engraver’s art—burnishing .. . tooling... cutting... ever moving 
over the plate to create the flashing highlights, the soft middle tones and the intense 
blacks that turn an engraving plate into a pointed, powerful selling tool. 


Superior’s finishers can point your sales curve up, so try us on your next job. 


| 
day or night call ps 
superior 7-7070 | MEECITESSOOOOOOOOIOD: 


ADVERTISING TYPOGRAPHY e LETTERPRESS AND OFFSET PROCESS PLATES e 215 W. SUPERIOR STREET, CHICAGO 10, ILL. 





